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How long is an advertisement ? 


Only as long as it is seen! A minute, a morning, an 
evening, a week — or as long as the life of PUNCH. Punch, 
passing from hand to hand, has many readers, each at 


leisure.— to read, remember and refer back to your message. 
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‘Vogue’ opens 


fabric centre 


On Wednesday Vogue opened 
a Fashion Fabric Centre at its 
offices at 37 Golden Square, 
London, W.1. The Centre will 
first feature the 1957 spring 
ranges of fabrics. The fabrics 
will be edited and charted into 
colour and texture groups accord- 
ing to their fashion significance. 

Manufacturers of all types of 
fashion merchandise and cos- 
metics, as well as retailers, have 
been invited to visit the Centre 
by appointment to study the 
charts and discuss their problems 
with Vogue's staff. 

It is hoped that retail fashion 
and fabric buyers will find it 
useful to visit the Centre. 


ANOTHER FIVE 


Five more publications have 
increased their price. They are 
Health and You, from ls. to 
ls. 3d.; New York Times, from 
6d. to 8d.; Personnel Manage- 
ment and Industrial Equipment, 
from ls. 6d. to 2s. 3d.; School- 
master from 3d. to 4d.: and 
Woodworking Industry from 2s. 
to 2s. 6d. 


Surveymanship 


Nearly half the readers of the 
New Statesman and Nation are 
university-trained, 12 per cent 
hold public office, and two-thirds 
travel abroad. Over 30 per cent 
of a recently completed question- 
naire came from people under 
40 


Those facts are given in New 
Statesmanship, a survey of the 


journal’s readership prepared 
with the assistance of Mark 
Abrams and Research Services 


Ltd. Readers’ daily-paper read- 
ing is headed by the News 
Chronicle, the Manchester 
Guardian, and The Times, in that 
order. 


you | 


To The Editor ..: 


Bottom rung 
problem 


Sir,—I agree with R. P. L. 
Evans (June 22) that a little learn- 
ing in advertising is certainly not 
enough. To compare, however, 
advertising with accountancy or 
science, one is surely getting 
away from the point. 

Science and accountancy both 
require a long period of training, 
with final qualification only if 
final examinations are passed. 

What limit of qualification is 
there in advertising? 

Every agency’s advertised ap- 
pointment always carries one 
very important word—“experi- 
ence.” 

Entry into an agency seems to 
be absolutely impossible without 
that valuable qualification. 

How does one obtain this ex- 
perience? This is a question that 
has been mystifying me for quite 
a long time. One can be keen, 
enthusiastic, study for examina- 
tions, and read in one’s spare 
time, as I am doing; but without 


THIS WEEK 


Teletaster reviews current commer- 
cials—page 2 


NEXT WEEK 
Annual Planning Number 


experience the door into an 
agency is closed forever. 

Perhaps science and account- 
ancy are ahead of advertising. 
Here, at least, when qualification 
has been attained the way of 
entry is open. 

In advertising, the lowest rung 
of the ladder seems to be the 
most difficult to mount. 

MICHAEL B. WRIGHT 
Sundridge Avenue, 
Chislehurst, Kent. 


‘Some knowledge 
required’ 


Sir,—Having assisted an adver- 
tising manager who later said that 
he did not want an experienced 
advertising man, I can tell Mr. 
Evans why. 

“Some knowledge of advertis- 
ing.” by the applicant, is some- 
times an advantage to the adver- 
tising manager, because that is 
all he possesses himself, and does 
not wish to be outshone. 


He will probably say he 


doesn’t require an experienced 
advertising man _ because his 
agency handle his advertising, his 
PR firm his public relations, his 
printers his print, and his exhibi- 
tion designer his exhibitions. 

One is led to ask what such an 
advertising manager is supposed 
to know—let alone his assistant 
advertising manager. 

I might add that | am now 
happily working with qualified 
men, and no longer have to pre- 
tend I am busy looking after the 
advertising. 

I have enough faith in adver- 
tising men for you to publish 
my name and address. 

BRYAN HAPPIAN SMITH. 
Oakwood Road, 
Hampstead Garden Suburb. 
London, N.W.11. 


Amateur manager 


Sir,—Like Mr. Evans, | too am 
shocked at the way in which 
some manufacturers appear to 
regard their advertising staff. In 
one case that I know of a fairly 
large company who employed an 
advertising agency decided that 
they must have an advertising 
manager. 

They promoted one of their 
senior clerical workers to the post 

-he believed he had a flair for 
the job. This resulted in a num- 
ber of embarrassing moments for 
the advertising manager himself 
and for the agency who found 


themselves dealing with a man 
who knew nothing about the 
business. 


JaMes R. BELLMONT 
Liverpool Road, Southport, 
Lancs. 


Art—or craft 


Sik,—1I read with interest the 
comments on the letter headed 
“The Art of Selling?” which S. L. 
Nathan recently sent to the Sun- 


day Express (Talking Points, 
June 22). 

You may call it “The Art of 
Selling,” “The Craft of Selling” 


or what you will. To my way of 
thinking the advertisement des- 
cribed by Mr. Nathan can be 
labelled much more accurately 
and I am sure the majority of 
your readers will agree. 
Suffice it to say, however, that 
I sincerely hope the newspaper 
concerned will refuse any further 
advertisements from the same 
advertiser couched in the same 
terms. 
A. H. Epney, 
Group-Advertising manager. 
Parnall (Yate), Ltd., 
Neasden, N.W.10. 


ABC TV's first 
ad magazine 


Starting on September 2, ABC 
Television Ltd. will present their 
first advertising magazine. It will 
occupy the 6 to 6.15 p.m. posi- 
tion on Sundays. 

George A. Cooper, advertise- 
ment controller, calculates that 
at £200 per minute the cost per 
1,000 households should be about 
6s. The rate for the Midlands 
and Lancashire network will be 
£200, and for Yorkshire as well, 
£225 (£200 until the end of this 
year). 

“Mentions” (10 secs. camera, 
15 words) will cost £75 for Mid- 
lands and Lancashire, and £80 
for the complete network; and 
“identifications” (five seconds 
camera approximately), £20 and 
£25 respectively. 

+ * + 

From July 1 some of the time 
segments are being reclassified : 

Saturdays: 3.30-4 p.m. (when 
transmitting), E will be G; 
5-6 p.m., C will be D; 8.15-10 


p.m., B will be C; and (from 
January 1, 1957), 10.45-11 p.m., 
G will be F. 


Sundays: 3-4 p.m. (when trans- 
mitting), C and D will be F; 
4-430 p.m., D will be E; and 
(from January 1, 1957), 10.30- 
11 p.m., F will be E. 


‘Old Ben’ aid for 


8 new applicants 


At a recent meeting, the com 
mittee of management of “Old 
Ben” considered eight new appli- 
cations for aid. In addition they 
received applications for re- 
newals and reports on 39 cases of 
temporary aid. Grants authorised. 
for these totalled £904. W. J. 
O'Neill (Odhams Press) and John 
Toler (Toler Bros. Ltd.) were co- 
opted to serve on the committee. 
Receipt of a _ cheque for 


£170 17s. 6d. from the East 
Kent area committee was re- 
ported and the Carlisle area 


committee sent £5 12s. 6d. 
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If you want to convince yourself of 
Bradford’s buying power, look at the 
“ wool returns "’ of the Conditioning 
House—an accepted guide to Brad- 
ford’s prosperity. Poundage for 1955 
topped the 100 million mark—a 
record figure and an increase of 14% 
over the last two years ! 

Although wool and Bradford go 
together like a horse and carriage, 
engineering, vehicle manufacture, 
building and the distributive trades 
help to preserve the city’s industrial 
balance. 


Bradford’s men and women are 
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Miepia 


MAN'S 
GUIDE 


TO BRADFORD PROSPERITY! 


earning more than ever and their 
wants have increased with their 
wages. A_ retail turnover of 
£40,000,000 per annum proves this. 

The city’s two daily papers, the 
Yorkshire Observer and Telegraph & 
Argus reach nearly every Bradford 
home. They are read by 94.2% of 
the families inthe city. Furthermore, 
both papers enjoy wide readership in 
the popular districts well outside 
Bradford, especially north and west, 
The two Bradford papers offer adver- 
tisers virtually complete coverage of 
these populous communities. 


Che Dorkshire Observer 


(Morning 31,505 A.B.C.) 


Telegraph s Argus 


(Evening 123,668 A.B.C.) 


HALL INGS, BRADFORD. 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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CRISIS IN THE POSTER INDUSTRY 


‘Stand firm’ urge 
OAIAC members 


AS MINISTER SEES LOCAL PLANNERS 


IREWORKS were expected at yesterday’s meeting of the 
Outdoor Advertising Industry Advisory Committee, 
called to discuss the crisis which has arisen in the poster 
industry since the Minister of Housing and Local Government, 
Mr. Duncan Sandys, announced in the Commons last week 
that local authorities “could and should” take increased action 


against hoardings. 

Some OAIAC members were 
expected to urge a firm stand by 
the industry in the belief that the 
Minister intends to press his 
“reforms” home vigorously and 
immediately. 

Meanwhile the Minister has 
already, since his statement in 
the House, had informal discus- 
sions with the powerful Associa- 
tion of Municipal Corporations 
relating to the guidance which he 
intends to issue to local authori- 
ties, urging a more rigorous 
application of the outdoor 
regulations. 


More meetings 


But no date has yet been fixed 
for the Minister’s instructions to 
local authorities. A spokesman 
of the Association, which repre- 
sents all the most important 
authorities in the country, said 
that before this is done, further 
meetings between the Minister 
and his Association may be 
necessary. 

Talks with the poster men are 
also on the Minister’s agenda, but 
no date has been announced. 

Meanwhile anti-poster elements 
have been active in various parts 
of the country. 

In a letter to the Manchester 
Guardian, P. A. Barnes, secretary 
of the Lancashire branch of the 
Council for the Preservation of 
Rural England, this week pointed 
out that in his county few local 
authorities had challenged. as 
they were entitled to do, sites 
already in position before the 
regulations came into force. 


Elsewhere local authorities 
generally are understood to be 
seeking complete power for the 
planners—with no right of apneal 
by the poster men to the Minister 
against local decisions. 

Attitude of the Electrical Sign 
Manufacturers’ Association was 
made clear by Bernard Moss, the 
secretary, in another letter in the 
Guardian. 

He said: “My Association has 
always recognised that some con- 
trol is necessary. but we cannot 
see any justification for the pre- 
sent very stringent controls in the 
commercial areas. The cost of 
operating these controls has been 
very considerable, and for this 
reason, and because we are quite 


certain that it could be done 
without any harm resulting to 
real amenity, we welcome the 


Minister’s hint of the possibility 
of a relaxation in the controls in 
certain localities.” 


British Railways’ locomotives, power 


coaches of electric and diesel 
multiple-unit stock, and the coaches 
of certain express trains are to dis- 
play this new badge comprising a 
demi-lion rampant (the British lion) 
holding between its paws a silver 
locomotive wheel. The use of the 
lion in publicity material is being 
considered. 


Agency changes name 


Notley Advertising Ltd. is the 
new title of Cecil D. Notley 
Advertising Ltd. The change 
has already taken effect. The 
agency is also adding to its offices 
at 15 Hill Street, W.1, by taking 
over No. 17. 
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Ads for new beer 


A new canned beer, called 
Long Life, will be on sale on 
Monday. It is being marketed 
by Ind Coope and Allsopp Ltd., 
and is specially brewed. Agents 
are the London Press Exchange 
Ltd., who state that advertising 
will be mainly point-of-sale, but 
large spaces will be appearing in 
the Daily Express and Daily 
Mail during July and August and 
in the trade press. 


International film poster contest 


Improvement of poster art for 
film advertising is the aim of an 
international contest to be run 
by Metro-Goldwyn-Mayer Pic- 
tures Ltd. 

Designed to appeal to both 
professional and amateur artists, 
it will be based on MGM’s new 
colour film, “Tea House of the 
August Moon,” now being shot 
in Japan. 

The contest will be for the 
creation of a poster symbolising 
the picture, and the prizes will be 


awarded for both artistic achieve- 
ment and box office appeal. 

British artists will be eligible 
for two major awards—the first 
or second prize in the British sub- 
sidiary contest and a _ further 
international award to be made 
in the New York finals. 

Full details will be published 
in ADVERTISER’S WEEKLY next 
week. Entry forms may be ob- 
tained from Metro-Goldwyn- 
Mayer, 58 St. James’s Street, 
London, S.W.1. 
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AD DIRECTOR DENOUNCES— 


‘Slide-rule 


bogey’ of 


ad space-buying 


‘THESE TACTICS WILL NOT DECEIVE’ 


The “slide-rule bogey of the rate per inch per 1,000” was denounced 
by Ronald Perks, advertisement director of the “People” and 
“Sporting Life,” when he spoke at the first monthly meeting of the 
1956/57 season of the Birmingham Publicity Association. 


Because of this bogey, he 
alleged, advertisers were given to 
believe that this rate, based on a 
newspaper’s basic flat rate, was 
one of the best “buys” available 
today. But how many people 
ever bought an inch? And where 
would the newspaper's economics 
be if all advertisers did, or at 
the rate per inch per 1,000 
quoted? 

“Let us stop fooling ourselves 
about this rate per inch per 
1,000,” he urged. “Quote the rate 
per inch per 1,000 of the space 
in question, and then I think we 
shall all be on a more logical 
basis. 

“Really experienced space 
buyers cannot be fooled by these 
tactics. They know that a life- 
time of knowledge of space buy- 
ing can never be replaced by a 
simple slide-rule formula.” 

Mr. Perks gave facts and 
figures to show that since the war 
newspaper production costs had 
increased much more than the 
cost of press advertising. In 
1946 newsprint was £30 per ton; 
now it was £58 Ss., and was the 
largest single item in costs. 


Publicity up 

In this period wages had 
slightly more than doubled; 
transport costs had _ almost 
trebled ; and publicity had in 
creased nearly six times, from 
1.75 of total revenue in 1946 to 
4.8 per cent in 1955. 

By contrast, advertisement rates 
had increased by only a fraction 
over 50 per cent. In 1946 the 
People increased its agency com- 
mission from 10 per cent to 15 
per cent “to alleviate the distress 
of our hard-pressed friends the 
advertising agents.” 

In 1946 sales represented 84 per 
cent of total income and adver- 
tising 13 per cent. This year 


Press ads support 


live commercial 


A live commercial to be tele- 
vised from the Northern TV 
studios tomorrow (Saturday) 
afternoon over ABC Television 
Ltd.'s Northern and Midland 
network, for Concord Chairs, 
Ltd., of Leeds, will be given sup- 
porting press advertisements in 
copies of all tomorrow’s evening 
papers in the two areas and 
several weeklies. The commercial 
is scripted and produced by Tom 
Bentley, television executive of 
Char'es Walls & Partners, Ltd., 
advertising agents for Concord 
Chairs. 


paper pac RecameeonentncsianccacunGesee see! 


sales were 61 per cent and adver- 
tising 37 per cent, missing per- 
centages being represented by 
syndications, competitions and 
sundry revenue. 

Although these figures related 
to the People, and did not neces- 
sarily apply to all large Sunday 
papers, Mr. Perks had no doubt 
that they were fairly representa- 
tive of the industry. 

The all-important question was 
—who pays? For a long time it 
had been both the public, with a 
smaller paper for their money, 
and the advertiser, with increased 
rates for his space. But since 
newsprint became available, the 
public had had more for their 
money and correspondingly had 
had to pay more for their papers. 

Twice Sunday papers had gone 
up in price since the war. The 
effect had been a small drop in 
circulation, laboriously regained 
between increases. 

“You will conclude that with 
larger papers and _ increasing 
prices the public was slowly but 
surely buying fewer papers,” said 
Mr. Perks. “The gradual fall in 
circulation of the - weekly peri- 
odicals proves this. We are there- 
fore left with only one way to 
balance our economy—advertis- 
ing rates. And this is where the 
bogey of the slide-rule called Rate 
per Inch per Thousand appears.” 

He contended that the time had 
come to face facts and achieve 
parity in rates for all advertisers, 
large and small. Premium adver- 
tisers would still pay more than 
run-of-paper. 

Basic rates must of necessity 
rise and premium spaces gain an 
advantage, and the. slide-rule 


must adjust itself to the real con- 
ditions of present-day economics. 


eo Ml 


Mr. Perks speaks to the Birmingham 
Publicity Association. On his left 
are E. H. Drake, chairman of the 
BPA, and Noel Brealey, advertising 
manager, BSA Cycles Ltd. 
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From October 1 all rates 
for London posters will be in- 
creased. 


The London Poster Adver- 
tising Association states that 
the flat rate per week for a 16- 
sheet poster for a period of 
13 weeks to 52 weeks or more 
will be 8s. 6d. against the old 
rate of 7s. 6d. 


For  four-weeks-and-less- 
than-13-weeks periods the 
flat rate is to be 10s. 6d. (old 
rate 9s. 6d.); and for one-week- 
and-less-than-four-weeks period 
the flat rate is to be 13s. 6d. 
(old rate 12s. 6d.). 

This rise also affects the 
higher-priced poster grades, 
which show pro rata increases. 
The weekly charge, for exam- 
ple, for 13-weeks-to-52-weeks- 
and-over period for a_ 16- 


LONDON POSTER RATE 
UP ON OCTOBER 1 


sheeter in grade 2 will be 15s.; 
for grade 3, 21s. 6d.; and for 
grade 4, 28s. 

Regretting the necessity for 
this increase—the first since 
1951—the LPAA states that it 
is caused “by rising costs 
which have been added to 
very considerably by the re- 
cent revaluation of rates and 
the very many demands for 
increased rentals which have 
followed in its wake.” 

Poster orders at present 
running for definite periods 
will be carried out in accord- 
ance with existing contract 
terms. 

Orders now running, but 
expiring before October 1, 
may be renewed at present 
contract rates until October 1. 
After that date, the new rates 
will apply. 


Lewis Woudhuysen 


J. Morgan 


J. M. Japp 


Byrne and Woudhuysen to part 


Lewis Woudhuysen and 
Howard Byrne this week 
announced an agreement for the 
acquisition by Mr. Woudhuysen 
of Mr. Byrne's share capital in 
Byrne and Woudhuysen Ltd. 
This will enable Mr. Byrne to 
devote his full attention to his 
interests in the Mayflower Studio 
= Transatlantic News Features 

td. 

Byrne and Woudhuysen Ltd. 
will, therefore, in future be 
known as Woudhuysen and Co., 
Ltd. They will continue their 
activities as a design group and 
publishers for industry and com- 


New 


At the inaugural meeting of 
the Northern region branch 
of the British Association of 
Industrial Editors in Manchester 
last week, plans were made to 
hold meetings in Manchester, 
Liverpool and Sheffield during 
the 1956-57 season. 

Dr. John Thomas, editor of 
Leonard Fairclough News, who 
was elected chairman for the 
coming year, said afterwards: 
“Members agreed to the 
exchange of magazines, and dis- 
cussed the possibility of mutual 
help in the exchange of blocks 
and ideas.” 

Sheffield was strongly repre- 
sented among the 35 members 


merce, in which they have been 
engaged since their formation in 
1954. 


They afe now occupying new 
and bigger premises on the 
ground floor at 11 Bruton Street, 
W.1. 


John Morgan, studio manager, 
has been appointed associate 
director. Production and 
administration will be in the 
hands of J. M. Japp, formerly 
general manager of the publish- 
ing and printing group Vallentine, 
Mitchell & Co., Ltd., and the 
Sharon Press. 


BAIE branch elect officers 


present and the 20 apologies re- 
ceived from editors promising 
future support. 

Syd Robinson, editor of Area 
Topics (journal of NW Elec- 
tricity Board), was elected vice- 
chairman and Nigel Lindsey- 
Renton, editor of Bulletin 
(journal of the Royal Globe 
Insurance Group), secretary. 


Irish bans 
Picture Post, Midweek Reveille, 
Screen Life, Spick and Span, Foto 
and Screen Stars are among 13 
periodicals and 49 books which 
have been banned by the Irish 
Censorship Board. 
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ADVERTISER'S WEEKLY 


FIRST BIG SUCCESS IN ABC DRIVE AT 
TRADE & TECHNICAL PRESS | Floating shops 


Benn’s seek membership: ‘Conference 


removed misinterpretation fears’ 


First success in the Audit Bureau of Circulation’s drive for 
members in the trade and technical press—a drive announced 
after the Brighton Conference’s reiteration of advertisers’ 
need for and faith in audited sales figures—comes this week 
with the statement from Benn Brothers Ltd. that the publishing 
house is to apply for membership of the ABC. 


One of Watney's sandwich board 
men in the West End 


Watney’s tie-up 
with Test 


Six students were engaged by 
Watney’s for the duration of the 
Second Test Match at Lord's. 
Carrying sandwich-boards, they 
patrolled the City and West End, 
giving up-to-date information 
about the state of the game. 
Patrols lasted from 8 a.m. until 
7.30 p.m., and the information 
was changed every 15 minutes. 


This scheme was a develop- 
ment of Watney’s press campaign 
which includes national dailies, 
provincials, magazines, and trade 
press. Agents are Foote, Cone 
and Belding Ltd. 


Watney’s also made arrange- 
ments with all the national 
morning newspapers to carry !1 
inch triple column Watney ad- 
vertisements showing the over- 
night scores. 


Glanvill Benn, who is chair- 
man of the AA’s finance com- 
mittee, explained the reluctance 
of many trade journals to give 
figures thus: 

“Figures by themselves are 
meaningless; it is their interpreta- 
tion which counts. In the past, 
doubts have existed whether the 
figures would be properly evalu- 
ated, but the Conference discus- 
sions cleared the air so far as 
we are concerned, and removed 
misgivings on this point. 

“Our wide experience of trade 
and technical publishing has 
taugh¢ us that circulation figures 
do not tell the whole story about 
the high readership per copy or 
about the pulling power of trade 
and technical journals, which is 
out of all proportion to their 
circulation, 

“If you are selling pills, you 
want to reach as many stomachs 
as possible. If, on the other 
hand, you are selling standards 
of timber, you want to be sure 
that only the right people—as 
compared with the pill public 
they are a pretty small group— 
will see your advertisement. 

“In the normal course of busi- 
ness, we have given a consider- 
able amount of information 
about our journals’ readership 
and advertising potentialities, and 
our future policy will be to 
supplement this with ABC 
figures,” he concluded. 


MGM INTERESTED 
IN TV STATIONS 


MGM are planning to acquire 
interests in television station 
ownership. A_ statement issued 
this week said that they are to 
open negotiations with stations 
throughout United States and 
Canada, “as well as in other areas 
aa have adopted commercial 
ave 


Advertisers’ problems in Hong Kong 


The fact that 98 per cent of 
the population of Hong Kong are 
Chinese, the majority speaking 
no English, presents special 
problems to the advertiser, says 
Alfred A, Tavares, Jr., manager 
of Terry Advertising Agency, 
Hong Kong, in a_ pamphlet, 
Considering the Hong Kong 
market ? 

Even the Chinese translation of 
a brand name must appeal to the 


Chinese mind; unlike most Eng- 
lish words, a Chinese character 
may have various meanings, he 
warns. 

Good advertising media include 
local publications, both Chinese- 
language and English-language ; 
commercial air time on Re- 
diffusion broadcasts ; slides ; out- 
door advertising, although good 
sites are scarce; and displays in 
windows and show rooms. 


A new tubular steel camera platform 
was used for the first time recently 
by Kinocrat Films to film a surgical 
operation at a London hospital. The 


structure—nicknamed the “Forth 
Bridge” by the unit—is an improved 
version of the old Kinocrat plat- 
form. The “Forth Bridge’ normally 
goes astride the operating table, and 
its span of 10 ft. allows room for 
the surgeon and his assistants to 
work. 


New union agreement 


It was reported at the annual 
meeting of the Electrotyping and 
Stereotyping Employers’ Federa- 
tion that among the many 
matters demanding the immediate 
attention of the new committee 
are the labour agreements for the 
craft. A meeting of the joint 
board with the London branch of 
the National Society of Electro- 
typers and Stereotypers was held 
on Wednesday of this week, and 
the terms of the new agreements 
will be announced when the 
signing is complete. 


[New officers—page 8] 


will be away 


for 2 years 


About 8,000 British manufac- 
turers were mailed with details 
of the exhibition ships which, as 
announced last week, are to sail 
with a display of British goods 
to ports in the Gulf of Mexico 
and the Latin American republics. 

About 40 per cent had shown 
positive interest, and negotiations 
with between 70 and 80 firms 
were then at contract stage, it was 
announced at a press conference 
on Monday. 

The Hon. Edward Carson, 
managing director of Export 
Trade Ships Ltd., promoters of 
the scheme, said that the first of 
the ships, of about 600 tons, 
would sail in October and should 
be away about two years. Al- 
ready foreign embassies had 
sought to have their goods ex- 
hibited on board, but it was 
hoped that the display would be 
entirely British. 


Wide range 
Among the goods. carried 
would be refrigerators, agricul- 
tural machinery, optical instru- 
ments, squeeze mops, textiles, 
men’s clothing, shoes, and 
cameras. 


The promoters will take a five 
per cent commission on sales. 

Peter E. England, chairman of 
Export Trade Ships, claimed that 
the scheme was an attempt to 
recover a market which we had 
to some extent lost, particularly 
to the Germans. 

A. W. Adams, assistant general 
manager, said that the ship 
would carry 26 salesmen, all 
speaking Spanish or Portuguese. 


| CHARITY MATCH 


Denis Compton reaches well forward to a ball tossed up by Godfrey 
Evans during a game played on Sun Printers ground at Watford between 


F. R. Brown's XI and Edward Hulton’s X1 in aid of “Old Ben.” 


Despite 


adverse weather conditions, most of the famous cricketers billed to take part 


turned up for the game. 
than 200 spectators. 


Hulton’s XI 115 for 5S. 
be drawn at 6 p.m. 


Wind and rain kept the “gate’’ down to fewer 
The match ended in a draw. 
Brown's XI 134 all out (Denis Compton 7, Trevor Bailey 39). 


Scores were—F. R. 
Edward 


Godfrey Evans hit a quick 69 but stumps had to 
Wicket-keeper here is Mark Boxer (‘Lilliput’). 
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ADVERTISER’S WEEKLY 


‘Drifters’ who become 


by journalists 


OFFICIAL ACTION IS CALLED FOR 


Criticising the work of some public relations officers London 
district representative George Peche told the Institute of 
Journalists’ Conference in Belfast last week about “the 
journalistic failures” who drift for a few weeks from one job 
to another, and end up as PROs. 


Often it was with an employer 
who had little experience of the 
qualifications to look for in a 
PRO he said. 

Mr. Peche was moving a reso- 
lution referring to the absence of 
professional skill in an_ ever- 
increasing number of editorial 
notices sent out by commercial 
consultants and advertising 
agencies. 

He referred to single-spaced 
copy and unreadable blacks, often 
written in the most eulogistic 
advertising form which made no 


This conference room, designed by 
Peter Miller for Erwin Wasey and 


Co., Ltd., fulfils a number of 
requirements. The sliding panels 
covered with green and black 


baize allow whole campaigns to be 
presented and the shelf, with open 
frame-work above, allows for 
package display and for hanging 
mobiles for critical examination. 


Larger theatre for 
the Players 


The Fleet Street Players have 
booked the Scala Theatre, 
London, for their show on Mon- 
day and Tuesday, December 3 
and 4. Play reading is well under 
way and the play to be pro- 
duced will be announced in the 
very near future. In taking this 
larger theatre it is hoped, given 
the usual support, to be able to 
increase the sum handed over to 
NABS this year, say the Players 


Firm carries on 


Following the death of Major 
Neil Smith, founder of Portman 
Postal Publicity, who was 
drowned while swimming on 
holiday recently, his widow will 
continue to run the office. The 
agency was founded four years 
ago, and Mrs. Smith assisted her 
husband for some time. 


attempt to suit the requirements 
of the particular paper to which 
it was being sent. 

A. G. Barnett, also from the 
London district, seconding, re- 
ferred to “pseudo public relations 
officers” who could “churn out a 
jumble” of what they considered 
to be popular journalism. 

The Conference called on its 
salaries and conditions board to 
approach official bodies concerned 
to draw attention to present stan- 


dards and to suggest trained 
journalists should be used for 
such work. 

In his presidential address, 


Alexander Boath told the con- 
ference he considered the Press 
Council a “well-meaning body on 
which were serving conscientious, 
selfless journalists who considered 
too much and decided too little.” 

Its infancy had been spent, he 
said, in handling complaints 
against newspapers and handing 
out admonitions. 


The wild mass circulation 
scramble had led to irresponsible 
journalism, but not all journalists 
and not all newspapers followed 
that policy. The British press 
was still by far the cleanest and 
the fairest in the world. 


The conference also agreed a 
motion proposed by MacLean 
Maxwell (Glasgow) requesting 
the salaries and conditions board 
to take steps to stop staff jour- 
nalists acting as correspondents 
for other newspapers and press 
agencies. 


JuNE 29, 1956 


| PROs are criticised 


The Linoleum Manufacturing Co.'s Ascot week display at their Old Bailey 


showrooms was a tip for the Royal Hunt Cup. 


were all cut from Jaspe 


The linoleum horses 


and Jaspe was the Hunt Cup favourite which 


finished second after a photo-finish with the Queen's horse Alexander. 


The idea came from the company’s display artist Miss Doreen 
She took her own tip, backed the horse to win only 


Now he’s his 
own boss 


George Hart, publicity mana- 
ger of Goodwin Barsby & Co., 
Ltd., St. Margaret's lronworks, 
Leicester, has left to form his 
own public relations organisa- 
tion in the Midlands, Industrial 
Publicity Services, of Leicester. 

He is to specialise in the indus- 
trial field, with emphasis on press 
relations and the editing and pro- 
duction of house magazines, 
trade brochures and catalogues. 

Mr. Hart, who was in the semi- 


finals of the recent News 
Chronicle “Be Your Own Boss” 
Contest, is also a partner in a 


second new venture, with G. C. 
Temple-Gaskell. This is a pub- 
lishing firm, St. John’s Publishing 
Co., of Leicester. The first issue 
of their new national magazine 
Zip will be launched in July. 
Zip, a small-format quarterly, 
is “designed for a sophisticated 
public.” It will sell at 2s. 


Alison. 
and lost. 


EDITOR LEAVES 


Executive, the monthly maga- 
zine launched in November and 
now circulating to 7,500 sub- 
scribers, according to the pub- 
lishers, is without an editor. 

Editor D. Ruthven Fowler, 
who left last month, intends to 
set up a PR _ consultancy in 
London. His successor has been 
picked but cannot take up his 
appointment until September. 
W. S. Boon, of Moonfleet Press 
Lid., Leicester, who publish 
Executive, told ADVERTISER'S 
WEEKLY: “The magazine will 
continue to appear in spite of 
these editorial difficulties.” 


Yorkshire tests 


From Monday onwards, low 
power test signals will be radiated 
from the site of the ITA’s new 
television transmitter at Emley 
Moor, Yorkshire. Purpose will 
be to enable viewers to have their 
sets adjusted and Band III aerials 
fitted. 


‘INCREASED COSTS’ WARNING BY CADBURY 


Warning about rising costs, 
L. Cadbury told the annual meet- 
ing of the Daily News Ltd.— 
proprietors of the News 
Chronicle and The Star—in 
London last week that he made 
“no apology” for again raising 
the matter of the ever-increasing 
cost of newspaper production. 

“We observe with growing 
alarm the elimination of one after 
another of provincial newspapers 
which have played an honour- 
able part in the life of their com- 
munities and which have pro- 
vided lucrative employment for a 
multitude of craftsmen. This 
trend is a social tragedy and a 
menace to those employed in the 
industry,” he said. 

Describing the merger last 
November of the Daily Dispatch 
and News Chronicle as “one of 
the most dramatic stories in the 
history of the British press.” he 
believed it was the “skilful blend- 
ing of the content and character 


of the two papers” that had pro- 
duced the high combined sale. 

“In January, 1956, two months 
after the merger, the News 
Chronicle & Dispatch circulation 
stood at 1,434,245 copies daily.” 
It had increased steadily since. 
{Latest figure is 1,444,134, in 
May.] 

In April, 1955, The Star had 
increased its price from 14d. to 
2d. in common with the other 
two London evenings. In Sep- 
tember the News Chronicle had 
gone up to 2d. and this increase 
in price had entitled the paper to 
an extra allowance of newsprint 
which had meant larger issues of 
both papers, he said. 


Advertisements had brought in 
a record revenue in both the 
“News Chronicle” and “The 
Star.” Advertisement revenue 
from the “News Chronicle” had 
exceeded £2 million in 1954. 
This figure had been increased 


considerably in 1955 to a total 
which was a record for the paper. 

“A greater volume of financial 
advertising appeared in the News 


Chronicle than in any other 
popular daily mewspaper.” he 
added. 


He forecast that 1956 would be 
another record year—and it was 
essential, to offset increased costs 


of newsprint, transport and 
wages. 
The year had been one of 


expansion, the meeting was told. 
The production departments in 
Manchester and London were 
being considerably expanded. 
New printing presses were being 
installed for The Star. In Man- 
chester the foundry was being 
equipped with modern plant and 
a new process department was to 
be set up. And an extra press 


with four fast folders was being 
provided to cope with the greatly 
increased Northern 
Mr. Cadbury said. 


circulation, 
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SHARE SALE 
REPORTS 
DENIED 


A statement issued this week 
by the directors of the Shoe and 
Leather Record Ltd. said that 
they had been authorised to state 
that the controlling shareholders 
had no intention of selling their 
shares in the company, nor their 
shares in the Shoe and Leather 
Fair Society Ltd., the company 
which governs the Shoe and 
Leather Fair at Olympia. 

The Fair is managed by the 
Shoe and Leather Record on 
behalf of the Society. 

“It will be remembered,” says 
the statement, “that some months 
ago correspondence appeared in 
the trade press indicating that the 
possibility of the companies 
changing hands had come up for 
consideration. 

“It is now pointed out that the 
possibility was given considera- 
tion as a matter of course, follow- 
ing a tentative bid, but nothing 
came of the inquiry and no 
further development of the kind 
is expected. 

“It is also pointed out that no 
merger or amalgamation with any 
other journal is contemplated.” 


1956 


Display exhibition 

The Display Producers and 
Screen Printers’ Association will 
take part in the National Display 
Exhibition and Convention at 
the Royal Horticultural Society’s 
New Hall in April next year. 


Newnes dividend 

George Newnes Ltd. are to pay 
i final dividend on the Ordinary 
shares of 15 per cent, making, 
with the interim dividend already 
paid, a total of 18 per cent for 
the year ended March 31. 


This display sign, designed by W. S. 


Crawford Ltd. was erected at the 
entrance of the Wentworth Club for 
the International Golf Canada Cup. 
It is a three-dimensional 10-ft. high 
sign in full colour of the design 
used for the International Golf 
Championships and Canada Cup 
posters, and shows the colours of 
Britain, Switzerland, Italy and 
Belgium. 


ADVERTISER'S WEEKLY 


Ad associations consider 
British research centre 


Two new subjects for the promotion of better advertising tech- 
niques on an international scale are being studied by the British 
National Committee of the International Chamber of Commerce, 
which held its annual meeting on June 19. Both deal with research 


in advertising. 


The first is an exploration of 
facilities for establishing research 
foundations in different countries 
on the model of the successful 
American Advertising Research 
Foundation. 


This body unites advertisers, 
advertising agents and the pro- 
prietors of advertising media for 
the purpose of scientific research 
surveys of general interest, says 
the report. 


The American Foundation also 
has the function of administering 
private paid-for research surveys 
on behalf of media owners. 


MARKET RESEARCH SOCIETY 
ELECT NEW CHAIRMAN 


At the third annual meeting of the Market Research Society, 
Andrew Elliott, director of market research, John Haddon & Co., 
Ltd., was elected chairman for 1956-57. 


Michael Lyster, director of 
Marketing Trends Ltd., newly 
formed research subsidiary of 


Alfred Pemberton Ltd., was elected 
vice-chairman. John S. Down- 
ham, head of research, British 
Market Research Bureau, Ltd., 
was appointed honorary secretary. 
D. H. Pickard, a director of 
Research Services, Ltd., a retiring 
council member, was re-elected. 

The report shows that the 
Society’s membership increased 
from 216 to 273 as at March 31, 
1955, and funds stand at £902 as 
against £624. 

The Society’s publication, Sta- 
tistical Sources, has n con- 


siderably extended and is likely 


Members and friends of the Leeds advertising agency, Heslock Ltd., pose 
for a or during their annual outing to Morecambe. 


‘No TV’ in premium bonds drive 


Although the Chancellor of the 
Exchequer’s premium bonds will 
be extensively advertised in a 
national campaign as part of 
normal savings advertising, a 
spokesman of the National Sav- 
ings Movement said that he 
thought it would be “unlikely that 
commercial TV will be used.” 


T. B. Browne Ltd., W. S. 
Crawford Ltd., Alfred Pemberton 
Ltd., and Rumble, Crowther and 
Nicholas Ltd., the four agencies 
normally responsible for National 
Savings publicity, will handle the 
advertising, which will not start 
until November, when the bonds 
are available. 


to be issued as a bound volume 
in the autumn. The first issue of 
a journal entitled Occasional 
Papers of the Market Research 
Society is being compiled 

It is also planned to produce a 
concise bibliography of works on 
market research and allied sub- 
jects. 

It is reported that the council 
has had occasion to take action 
in cases where the term ‘‘ market 
research’ has been associated 
with sales promotion activities 
rather than with the impartial 
collection of facts. 

The advertising research com- 
mittee set up in 1955 has been 
dissolved in favour of ad hoc 
committees as and when the 
occasion should arise. 

Mr. Elliott, the new chairman, is 
a graduate of London University. 
He joined the J. Walter Thompson 
Co. Ltd.’s 
research divi- 
sion(BMRB) 
ia i937. 
After war 
service in the 
Army where 
he became a 
captain, he 
took over the 
management 
of John Had- 
don Ltd.’s 
market re- 
search. He 
was last 
year’s vice- 
chairman of : 
the Market Research Society, has 
been a member of its council for 
four years, and is also a member 
of the research committee of the 
Institute of Practitioners in Adver- 
tising. 

The Society’s president is Lord 
Piercy. 


4ndrew Elliott 


The possibilities of bringing a 
similar foundation into being in 
this country are being considered 
by Britain’s leading advertising 
associations represented on the 
Committee—which believes there 
is much to be said for a central 
organisation for guiding research. 

The second subject for study is 
standard procedure to be recom- 
mended for the conduct of re- 
search into the effectiveness of 
cinema advertising. 

This will be based on a com- 
parison of the results obtained 
from actual research in certain 
countries. 


Special difficulties 

“The cinema is a medium 
which provides special difficulties 
in the assessment of the size of 
audiences and their classification 
into groups according to sex, age, 
social and economic status, buy: 
ing habits, etc,” says the report. 

“Audience research on quali 
tative lines has been conducted 
in the United Kingdom and 
United States, and purely quanti- 
tative research in some other 
countries, including France, Bel- 
gium, the Netherlands and Scan- 
dinavia.” 

The Committee hopes that its 
recommendations may be ready 
for publication by the end of the 
year. This study may have in- 
terest also in connection’ with a 
later study—television advertising. 


Training methods 

A matter of less interest in this 
country—“where the technique of 
advertising is already advanced” 

-is the Committee's proposal to 
publish a comparative analysis of 
facilities for and methods of train- 
ing in advertising, together with 
recommendations for a minimum 
standard course of training which 
might assist less advanced coun- 
tries. 

The Committee reports that the 
1955 edition of the ICC Code of 
Standards of Advertising Prac 
tice has been translated into 
Danish, Dutch, German, Italian, 
Swedish and Turkish for use in 
those countries. 

“Although British advertising is 
already subject to codes of prin- 
ciples which are stricter than the 
ICC Code, the leading profes- 
sional advertising associations in 
this country have signified their 
endorsement of the Code as 
representing sound minimum 
standards for international use,” 
say the Committee. 


Ladies’ night out 

The Display Producers and 
Screen Printers’ Association's 
ladies’ night will be held at the 
Park Lane Hotel on Friday, 
December 14. 
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ADVERTISER’S WEEKLY 


Scott-Turner’s 


creative chief 


Denis Whelan has joined Scott- 
Turner & Associates Ltd. as creative 
director. Before taking up this new 
appointment, Mr. Whelan was art 
editor of Fashions & Fabrics and 
Children’s Wear, which he joined 
from Condé Nast Publications Ltd. 
where he was art editor of Vogue 
Export Book. Previously at Condé 
Nast Mr. Whelan was responsible 
for layouts on House & Garden and 
Vogue Beauty Book. Mr. Whelan 
has also had previous agency ex- 
perience at W. S. Crawford Ltd. 

* * * 

Ward Hagan, director in charge 
of client relations and chairman of 
the executive committee of Young & 
Rubicam Ltd., London, has been 
appointed vice-president and man- 
ager of the Montreal office of 
Young & Rubicam from August 1. 
He joined Y & R's New York office 
in 1947, moved to London in 1949, 
and has held many important posi- 
tions within the agency. He is suc- 
ceeding A. R. McGill, who has been 
the managing director in Canada 
for many years, and who is now 
joining the staff of the New York 
office. 

* * 


Colin (“Bill”) Cassey, joint adver- 
tisement director of the South Coast 
Group, is away on indefinite sick 
leave, during which his work will be 
looked after by Norman Martin, 
manager of the Sussex Express and 
County Herald, of Lewes. H. E. 
Collins is deputising for Mr. Cassey 
on the Contractors’ Record and 
Municipal Engineering. 


* * * 
Daniel J. Jones has left E. Allan- 


Cooper Co., Ltd., where he was 
senior account executive. He has 
been appointed advertising and 


public ¢elations consultant to the 
Spencer Wire Co., Ltd., of Wake- 
field, and its associated companies 
from July 1. 

* * * 

After 20 years as chairman of the 
executive committee of the Electro- 
typers and Stereotypers Employers 
Federation, W. H. Church (Dalziel 
Foundry Ltd.) has resigned. Other 
members of the committee who have 
resigned are John Swain, who will 
continue as honorary treasurer, 


and A. Wall (C. & CE. 
Layton), who is retiring. The 
1ew executive committee is B. L. 


Bloor (Swain’s), G. H. Dunbar (C. 
& E. Layton), A. H. H. Goodwin 
(Gee & Watson), A. N. Hunter (Sun 
Engraving), L. C. Nicoll (Read & 
Nicoll), G, H. Pothecary (Amalga- 
mated Press), G. W. C. Sharvell 
(St. Clements Press), E. Sykes (Wace 
& Co.), Bernard Titchener (B. Della- 
gana’s), and J. Willetts (W. G. 
Proverbs, Birmingham). New chair- 


Jonathan G. A. Varley has joined 
Associated TeleVision Ltd. as per- 
sonal assistant to Philip Dorte, the 
Midlands controller. Mr. Varley, 
who will be at ATV's Birmingham 
headquarters, was previously with 
the Rank Organisation. 

* * * 


A. B. M. Taylor has joined the 
publicity department of Philips Elec- 
trical Ltd. as publicity manager for 
the gramophone records division. 
Before the war Mr. Taylor spent 
three years on the editorial staff of 
the Evening Standard and later 
worked for the J. Arthur Rank 
Organisation and the Anglo-Ameri- 
can Film Corporation. After the 
war he sailed for India to join the 
Press Syndicate Ltd. of Calcutta as 
a  copywriter/account executive. 
Later he became a senior account 
executive with Grant Advertising 
Inc., and in 1951 was appointed 
advertising manager of Goodyear 
Tyre & Rubber Co. of India Ltd. 
In 1955 he returned to the UK and 


joined the staff of Pearl & Dean 
(Overseas) Ltd. as their overseas 
sales manager. 

* * * 


John Marsh, president. and Mrs. 
Marsh, director, of British Publica- 
tions Inc., New York, who publicise 
numbers of British magazines and 
journals in the USA, are on a busi- 
ness visit to this country. They will 
be staying at the Cumberland Hotel 
until the end of next week. 

* * * 


Warden Miller, an account execu- 
tive at London Press Exchange 
Ltd., and Miss Francoise Sansom, 
formerly a _ receptionist at that 
agency, were married at L’Eglise de 
Notre Dame on Saturday. He is 
the son of a noted veterinary re- 
search scientist and his bride is 
the daughter of Mrs. Odette Hal- 
lowes (formerly Odette Churchill). 
* * * 


Leslie V. Whitehead (Irish Mar- 
keting Co., Ltd.) -has been named 
chairman of the special education 
committee of the Irish Hardware 
Association; he is also a council 
member of ISMA’s Irish branch. 
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When he visited this country last week Frederic Gamble, president of the 
American Association of Advertising Agencies, was entertained to lunch 
by the president of the Institute of Practitioners in Advertising and members 


of the council at the Savoy Hotel. 


Left to right in this picture are Lt. Col. 


Alan M. Wilkinson, president of the IPA, J. P. O'Connor, director, Mr. 
Gamble and Hubert A. Oughton. 


New Kenwood sales 


director 


Hugh Murphy will join the board 
of directors of the Kenwood Manu- 
facturing Co., Ltd., as sales director 
on Monday. Shortly after the war, 
he joined the Prestige Group Ltd. 
as demonstration manager. He later 
held appointments as sales promo- 
tion manager, divisional sales man- 
ager and finally home sales manager. 
He was also a director of Champion 
(Mexborough) Ltd., a subsidiary. 


* * * 


On Wednesday, Gerald Aubrey, 
manager of Great Britain & The 
East, left London for a five-week 
tour of the Middle East, India and 
Pakistan His first call will be 
Damascus, where he will make 
arrangements for the distribution of 
the journal’s Damascus Fair issue. 
In New Delhi he will have discus- 
sions with the Indian Government 
on Indian Commerce & Industry, 
export journal published by Great 
Britain and The East. 


* * * 


W. T. Cooley has 
sponsibility for all service aspects 
of Merchandising Services Ltd.’s 
window display installation service. 
He will therefore be called service 
director In his new duties, Mr. 
Cooley, who has had over 15 years’ 
experience of window display, will 
integrate the services required by 


assumed re- 


seven accounts. 


David Hine, advertisement man- 
ager, will leave The Grower next 
month to rejoin Benn Brothers. He 
left them. 20 months ago for The 
Grower. He will be succeeded by 
George S. Rushbrooke, advertise- 
ment manager of the Eastbourne 
Gazette and Eastbourne Herald, who 
will take up the appointment in 
August. 

* * 

C. W. C. Farrow, chief of Fords 
Advertising Ltd., Bristol, his wife, 
Daphne, and daughters, Anne (11) 
and Lesley (7), were involved in a 
motoring accident near Bath last 
week. All were taken to St. Martin's 
Hospital, Bath, for treatment and 
later allowed to return home 

* * * 

Alan Betts is attending the S0th 
Annual Congress of the French 
Advertising Federation While he 
is in Paris, he is also calling on a 
few clients. He will return on 
Sunday. 

* * * 

Film producer John C. Elder, of 

Glasgow, has been appointed special 


representative for Scotland and 
Northern Ireland for the Walt 
Disney organisation. 

* * 
Roger Smithells has been ap- 
pointed do-it-yourself editor to 


Home. 
* om * 


J. G. Walker, of Plymouth, has 
joined the Argus Press Ltd., as a 
circulation representative. He will 
be covering the Dorset, Hampshire 
and South Wiltshire area. 

a * * 

Peter M. Verney, marketing and 
sales promotion executive of Scott 
& Bowne, Ltd., has been elected an 
associate member of the _ Incor- 
porated Advertising Managers’ Asso- 
ciation. 

* * 

L. R. Homan, production manager 
of Kingscott Ltd., recently married 
Miss D. R. Pasmore, secretary to 
Miss Sylvia Weinberg, joint manag- 
ing director of Armstrong-Warden 
Ltd. 

* * * 


Peter G. Hyams, 
manager of Stationery Trade 
Review, and Miss Joan Sutton, a 
member of the editorial staff on the 


advertisement 


. ; ‘s Record, were marrie 
man is Mr. Titchener, with Mr a siti ar = 
Bloor as vice-chairman. f “ie se" . * 

* * * At the second of the three parties held by Nevin D. Hirst (Ady ertising) 


Joha McConnell, managing dtcac. Ltd. to mark its 2\st birthday. L. to r.: Deryck F. Hirst, joint managing R. G. B. Scullard, who has been 


- ; ett lirector; C. Roderick Gallant, past president, Leeds Publicity Club: in the production department of 
tor, McConnell’s Advertising Ser Ne . , “ . Wy eas FuDUCHY uo; * — 
vice, Dublin, is currently visiting the | evin D. Hirst, managing director; W. Diggle, past chairman, Leeds Doig Advertising Ltd., of Newcastle- 


Publicity Club; and E. Whitehead, of Jonas Woodhead & Sons, Lid.. 


upon-Tyne, for four years, was mar- 
Leeds. 


ried on Saturday in Co. Durham to 
Miss Mildred Chadwick. 


English units of the 


he McConnell 
organisation. 


The third party was held in London on Monday for about 100 
suppliers and clients serviced by the agency’s London office. 


ee 8 a | 
—————————— | 
= = —— = =S Pak, 2 geen ae Me a - "e “ue 
|News About_ 7 i= 4 *  _~ , | 
SS SS SSS &. ee Pt = 
_——e 4 : i ' be : “ ne . * 5 " ‘ ers 
Po = ae 7 es | 
% : “i < ¢ " r : 2" | "4 a | 
‘ ° | 
| | pw | 
po 
- 
a 
a a 
a ee 
Fy . r’ - « ‘* 
ON fr | | 
vi 1 & oi n> Te | 
a Ove A vs 
=> ‘4 Wega : —_ ; 7 : i : 
= . - | oe f 
Fe €'5° ef #£ 
‘ é = \ ; pee zs % By. a ; = : a 
a Wy Se a so ee ee eee ee 


JUNE 29, 1956 ADVERTISER'S WEEKLY 


A oR? RA BHR 

St RORY /CCYERR ME NO 
ie pee j= or PRU SS : i" 
ee y / RN 


ok en e f.ofnS ah) Safar ate Ff. 
ro | fe AS Fis Rt ds S08 RE WA Rae 
=i aa) 


t chy aye. 
\ ; RET RU eS 


' wl A HAPPY if WF } = y, 
Ka? SVAN UG Na alc 


> 


e 
AY A? WAN 4 4§ 
a ON Be’ LN IEN VA a Yl AYA v 


‘4 Sif K 
2 ® 
> 

5 
s Aj 
\! \ 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. 
TGA BPA6 


a 
| iL_j i LAA a =, 
a &, NY =< -& 
La 2h VL 
' | OMe eA 9 nae if 
LL CARATH \\" 
<<) | Sy \ ys e \ 
a4 1\\ FE ted ATR ys 
' ft, eet oh aos 
| Ee OP GON i hixe 
SLACKS RO VON 2 Tat QED Eee 
| Aba? pe Pay euic age t ee VA TAS" S stam 
"4 Ly) aN ES Ree He : i wh 
. | " SUA 4 ay 
A Vr wa ste SU ik be) 
=U ' Y| Teta | oI ys 
| We : AB Rese Le Sweg 
WB WAFs ANON ea NIA 
WS AER VIS ox ~ 2 
A STR St Ss PCE 
os xy SS Meigh. 
out EVERYONE sees Posters 
g QR. f a ui q 4 eh 23. J- 
REA Aas eek A Joe RG AE 
a Mice 
Gemplete the Gaipilide tw écleur wilh DO STER REPETITION 
ee nd) ee 
. See % ee lhe 7 : a ae ee i Jo - Be 


ADVERTISER’S WEEKLY 


Print quality in direct mail 


7 e,e @ 
is criticised 
AT BDMAA CUP AWARDS LUNCH 
The style of headings and the quality of print in many 
direct mail letters was criticised by one of the judges of British 


Direct Mail Advertising Association Cups contest at the 
annual awards luncheon last week. 


R. B. Fishenden, print consult- 
ant to Spicers Ltd., and editor of 
the Penrose Annual, said that it 
was possible to get a not-too- 
expensive paper that would pro- 
vide the right setting for the 
heading ; this would make all the 
difference to the recipient, be- 
cause it was the first thing he 
saw. 

When it came to general distri- 
bution mail order letters, not 
sufficient attention was given to 


British journals 
in Washington 


British journals, including 
ADVERTISER'S WEEKLY, shown 
at the International Book Exhibi- 
tion held by the American Book- 
sellers’ Association at Washing- 
ton, in May, aroused much 
interest among booksellers who 
visited the Exhibition from all 
parts of the USA, reports A. P. 


Wales, director of the Associa- 
tion’s London office. 
Others who inspected the 


British journals were members of 
all embassy staffs in Washington, 
lecturers and students from 
universities in Washington and 
Virginia, and the personnel of 
libraries. 


Indian ABC survey 


The Indian ABC is to organise 
a readership survey of all Indian 
newspapers. It is to seek the aid 
of the Indian and Eastern News- 
paper Society, the Advertising 
Agents’ Association of India and 
the Indian Society of Advertisers. 


the printing. They should insist 
on headings that were well done 
and with an ink that was worth 
while—not a “jobbing black.” 

Another judge, Herbert Den- 
nett, late advertising manager of 
Austin Reed Ltd., stressed that 
the most important thing in any 
mailing was its appositeness. 

Edward Jones, joint managing 
director of Gee & Watson Ltd. 
and vice - president of the 
BDMAA, was the third judge. 

The awards were won as fol- 
lows, certificates being given to 
the runners-up: 

Block & Anderson Cup, for the 
best house journal, Abbott 
Laboratories Ltd.; certificate, 
Gestetner Ltd. 

Chadwick Cup, for the best 
planned direct mail campaign of 
not fewer than three shots, 
Financial Times; certificate, 
Thorn Electrical Industries Ltd. 

Samuel Jones-Howard Smith 
Cup, for the best single direct 
mail letter, Aer Lingus; certifi- 
cate 1, Reliance Telephone Co. 
Ltd., certificate 2, Moss Bros. 

Kirkland Bridge Silver Tankard, 
for the most original direct mail 
letter, Reliance Telephone Co. 
Ltd ; certificate, Wire Products & 
Machine Design Ltd. 

DTV Cup, for the best direct 
mail idea, not a letter, British & 
International Addressing Ltd. ; 
certificate, Austin Reed Ltd. 

Warm thanks to Sir Frederick 
Rowland, a former Lord Mayor 
of London, who, at nearly 82 
years of age, is resigning the pre- 
sidency of the BDMAA after 
seven years, was expressed by 
the chairman, W. A. S. Camp 
(Dudley Turner & Vincent Ltd.). 


Napper, Stinton, Woolley's offices 


Turin conference 
on ad training 


The 7th International Congress 
of the Fédération Internationale 
des Clubs de Publicité will be 
held in Turin on September 9, 


10 and 11. The conference will 
deal with “The Training of 
Advertising Agents.” 

The programme consists of 


four discussion sittings, visits to 
the Olivetti and Fiat plants, 
receptions, and a variety of enter- 
tainment including an advertising 
art exhibition. 

The subscription rate is 20,000 
Italian lire per person; this covers 
the entire programme, including 
five dinner parties 

Application forms, which can 
be obtained from Via Assarotti, 
15, Torino, Italy, should reach the 
organising committee by July 15. 


U.S. revenue up 

National newspaper advertising 
in the USA rose by 5.2 per cent 
in May, and in the first five 
months of 1956 revenue was up 
10.7 per cent on 1955’s record 
figures, reported the Daily 
Express this week. 


British 


Direct Mail Advertising Association 


Cup winners. L. to r.: 


Sir Frederick Rowland (retiring president, BDMAA) and W. A. S. Camp 
(chairman) hand the DTV Cup to Sir Spencer Summers, MP (British & 
International Addressing Ltd.); L. F. Shapland (‘Financial Times’’) with 
(behind) J. K,. Ford, representing the donors of the Chadwick Cup; G. J. 
Gaunt (Reliance Telephone Co., Ltd.) holding the Kirkland Bridge Silver 
Tankard; R. F. Severn (Abbott Laboratories) holding the Block & Anderson 
Cup; and W. H. Whelan (Aer Lingus) with Jeremy S. Jones, representing 


the donors of Samuel Jones-Howard Smith Cup. 
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From £900 to 
a million in 
10 years 


From two accounts with a joint 
annual appropriation of £900 to 
billings approaching the million 
pounds mark in a decade is pretty 
good going for any firm. This is 
part of the record of progress 
now being celebrated by adver- 
tising agents Napper, Stinton, 
Woolley Ltd., who are 10 years 
old this month. 

Just completed, too, in time for 
the birthday, is the latest stage 
of their new building off Oxford 
Street—a five-floor block of light, 
airy offices—where the original 
staff of two are now still at work 
but joined in the meantime by 
more than 100 colleagues. 

NSW started in June 1946 in a 
few dingy upstairs rooms in 
Carter, Lane, EC4, just behind 
Ludgate Circus, staffed solely by 
their present joint managing 
directors, Maurice Napper and 
Leslie Stinton. 


Two accounts— 


Recently out of the Forces, 
they launched the agency with 
just the promise of two accounts 
and, from these, the prospect of 
maximum earnings of £100. Two 
more ex-Servicemen—Guy Wool- 
ley and Reginald Rodick—joined 
them shortly afterwards, the four 
directors being a blend of Army, 
Navy and Merchant Navy. 

The character of NSW has not 
been fashioned by a “great adver- 
tising personality,” by a great 
copywriter, visualiser, or execu- 
tive. Their character is com- 
posite, a measured combination 
of experience, personality and 
professionalism. All agencies 
boast of something: NSW boast 
that they sink their diverse per- 
sonality in their campaigns so 
that few if any can recognise this 
advertisement or that advertising 
as “typically NSW.” They aim, 
in fact, at having no “hand- 
writing.” 


—now it’s 50 


Today the agency number 
among their clients such well- 
known firms as:—Bovril Ltd. 
Qaffaiuce), Blundell, Spence & 
Co., Ltd. (paints), F. W. Hamp- 
shire & Co., Ltd. (Loxene sham- 
poo, Zubes cough mixture, Lore- 
lox), Pfizer Ltd. (pharmaceuti- 
cals), Gordon Moore (tooth- 
pastes), Irish Tourist Bureau, 
National Federation of Whole- 
sale Grocers, Henry C. Miner 
Ltd., Susan Small Ltd., Brighton 
Corporation, Haworth Fabrics, 
Guards Men’s Wear and about 
40 other advertisers. 

In harmony with the agency's 
policy of keeping attuned to their 
period, an unusually large public 
relations division has been built 
up in recent years. All executives 
of this department's staff of 14 
are journalists, and a brochure 
just off the press tells of their 
success in hitting the headlines. 
(See Mainly Personal, page 60.) 
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SORTY-QURTH YEAS OF PMEICATICN” 
j ; avi 


Show Guide September our 2: ave. 
Contains a complete guide to the exhibits ; list of exhibitors ; 
floor plans. Of highest reference value to buyers, manufacturers, 


designers and technicians throughout the world. 
On sale throughout the Show. World circulation over 70,000. 
Press Date 9 July 


Show Review October ovr 2s srr will continue to sell your 


Post-exhibition study of new developments, produc ts long after 
design trends and manufacturing methods. Shares the 


Show Guide’s reputation for hard selling in the field of radio, the Show is over 
television and electronics. World circulation over 70,000. 


Press Date 13 August 


FOR MAXIMUM COVERAGE thousands of buyers will only 
BOOK EXTRA SPACE IN BOTH ISSUES _ see the Radio Show through 


National Radio & Television Exhibition, Earls Court, 21 Aug. - 1 Sept. Wireless World 


DORSET HOUSE . STAMFORD STREET -. LONDON - SE WATERLOO 3333 (60 LINES) 
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Best-designed papers in 


international exhibition 
NEW PLAN FOR 1956 AWARD 


An invitation to enter the Annual Award for Newspaper Design 
1956, and entry forms, have been sent recently to every newspaper 


in Great Britain. 


The invitation announces that the issues to be submitted for judg- 
ing are: For Class | and Class 2 (daily and evening) that of Friday, 
June 15; and for Class 3 (weekly, bi-weekly and tri-weekly) that 
published during the week ending Sunday, June 10. 


‘Key position’ of 
advertisement 
manager 


Alan Pitt Robbins, secretary of 
the Press Council, deals with a 
newspaper's advertising in his 
book Newspapers Today, which 
is out this week. 

In times when the newspaper 
depends on advertisements for 
much of its revenue and competi- 
tion is made more acute by com- 
mercial TV, he writes, the adver- 
tisement manager holds one of 
the key positions in the newspaper 
industry. 

“He has to cope with three 
different kinds of advertising 
display, classified and financial, 
and each section demands its own 
technique,” he says. 


Ad development 


In a chapter on the advertise- 
ment department, he covers pro- 
gress from the day of the “ ‘don’t 
read me’ advertisements,” as Lord 
Northcliffe christened them, to 
the modern pictorial full-page 
advertisements. The latter were 
first used with great success, he 
records, by Gordon Selfridge in 
the opening campaign of his 
Oxford Street store—‘a beautiful 
series of display advertisements 
which are still a joy to the eye.” 

In an age of keen competition 
among manufacturers to sell their 
wares, well-designed display is a 
“must” if the reader is to be 
attracted from the news columns 
to the advertisements, he says. 


Works of art 


Fortunately “some of the pre- 
sent-day display advertisements 
are real works of art and some 
of the finest artists of the day 
are not averse to entering this 
field.” 

Backing the finding of the 
Royal Commission, the book 
seeks to discredit any theory that 
advertising exercises an “evil 
influence” over editorial policy 
and content. 

“The Commission obtained no 
evidence of concerted pressure by 
advertisers to induce newspapers 
to adopt a particular policy,” he 
writes, “and it was convinced that 
the press is alert to any attempt 
to use such pressure and ready 
on all occasions to repulse it.” 


In a message to the general 
managers of Britain’s newspapers, 
the chairman of the administra- 
tive committee of the Award 
emphasises that although a 
plaque is awarded to the paper 
judged to be the best, and 
certificates to class leaders, these 
awards are “tokens of recognition 
of good design as determined by 
the judges,” rather than prizes. 

“The award is not a contest in 
the narrow sense of the word but 
a mutual contribution to British 
newspaper design by the organ- 
isers and every entrant—a con- 
tribution designed to help to con- 
centrate appropriate attention on 
design and so keep Britain’s news- 
papers, typographically, among 
the leaders of the world’s press.” 

The 1956 award is likely to be 
of even greater importance, say 
the organisers, than were the 
awards of 1954 and 1955, for the 
committee is planning to include 
the best of the 1956 entries in an 
international exhibition of news- 
paper design successes from 
America, Canada, Australia and 
South Africa. 


The exhibition will be shown 
in London and each of those 
countries. 


The judges for the 1956 Award 
are: Sir Gordon Russell, director, 
Council of Industrial Design ; 
Will Carter, printer, The Rampant 
Lions Press, Cambridge; and 
Frank Rastall, head of the print- 
ing department, Heriot-Watt Col- 
lege, Edinburgh. 


Duplicate entry forms and 
further details are available from 
the Annual Award for News- 


paper Design, 329 High Holborn, 
London, W.C.1. 
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FERODO- 
a i. “LIMITED 


This neon display has been installed by Franco Signs Lid. on the Ferodo 


depot in Newtown Row 


Birmingham. 


In the name “Ferodo,” 


above the 


door, the silhouette effect is achieved, say Franco, by setting back the 


neon tubing in a “shoulder” 


round the edges of the letters. 4 


slightly 


different technique is employed for the name on the double-sided vertical 
box sign; here teak letters are outlined with neon tubing which is mounted 


on the background panels. The 


laurel wreath in the 


Ferodo emblem 


has a Perspex face which is illuminated from within in fluorescent white. 
Red neon is used for the rest of the display except for the decorative 
horizontal tubing which is in fluorescent apple green. Design, manufacture 
and erection were carried out by Franco Signs Ltd. in collaboration with 


Ferodo Ltd. and A. W. Newton Ltd. 


400,000 mailing list for new 
shopping publication 


Details have been sent out to advertising agents this week of the 
new London edition of Home News and Shoppers’ Guide, a direct 
mail publication which will be sent free of charge to 400,000 homes 


in selected Greater London areas 

First issue will be published on 
September 15, and before April 6 
12 issues in all will have been 
produced. The issues will be of 
24 pages, in tabloid format. 
Circulation of each will be 
200,000, alternate copies being 
sent to the homes on the list. 
The journal will be published in 
association with the Electrical 
Press Group of Companies. 

The list has been built up from 
lists supplied by members of the 


Radio and Television Retailers’ 
Association of their potential 
customers, from lists of owners 


with property rated at between 
£40 and £100, and other sources. 
Advertisement rates are £600 
a full page, and £325 a half-nage. 
A six-inch double-column space 
is £120, and spaces up to a half- 
page are pro rata. Series dis- 
counts are available. Insets will 
also be taken, and the acceptance 
of manufacturers’ coupons is 
being considered. 
The publication 
articles of 


will 


carry 
interest to 


women— 


One of two special transporters touring the country equipped with public 

address equipment to tell the public about the Servis electric washers 

The lorry also displays the first prize, a Ford Consul car, 
and a full range of washers. 


competition. 


fashion, food, etc.—and the rest 
of the family. Competitions will 
be organised, and colunins will 
be contributed by TV and other 
personalities. 

In each issue will be a shop- 
ping coupon, exchangeable by 
shoppers for refreshments. etc. 
Retailers have already indicated 
their willingness to co-operate in 
this scheme, says Home News 
manager Geoffrey Rhodes. 

Another coupon in the publica- 
tion will help readers who cannot 
get to the shops. They will be 
asked to indicate the type of 
goods they are interested in. and 
will be provided with the names 
of the stores and shops who stock 
merchandise to meet their 
requirements. 

Editor of Home News will be 
Bernard W. Campin, who has 
recently returned from a spell in 
Kenya where he was assisting in 
the production of magazines for 
the Dudley Hawkins publishing 
house. Mr. Campin was editor 
of Paper and Print before going 
to Kenya. 


Women’s fashions will be 
written by Shirely Meredith. who 
was previously with Women's 


Wear News. 


Offer to typographers 


The typographers’ group of the 
Society of Industrial Artists has 
been invited by the Chicago 
Society of Typographic Arts to 
exhibit members’ work at the 
Normandy House Gallery in 
Chicago from July 31 to Sep- 
tember 10. This is the first time 
the typographers’ group have 
had an opportunity of exhibiting 
as a unit in North America, 
although some members’ work is 
included in the SIA _ Industrial 
Design exhibition currently tour- 
ing the United States. 
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A FUNDAMEN NC i ing i 
How dado you a ‘TAL PRINCIPLE Of efficient export selling is to tell the 

best possible message ...to a great number of prospects .. . at 
reasonable cost. 


reach your 


In the last analysis there’s nothing more effective than a personal 
sales call. But actually, you could hardly afford to reach your best 
overseas customers or prospects month after month in this way. That’s why 
sO Many companies count on advertising abroad just as they do at 
cu stomers ? home. It’s the most efficient and economical way to reach the great- 

est number of prospects. 
LIFE INTERNATIONAL and LIFE EN ESPANOL are geared to reach 
your overseas prospects in just that way. Because they are read by 
people of influence—leaders in business, government and the pro- 
fessions—you know your message is reaching important prospects. 


In addition, you can be certain that your message is reaching a great 
number of prospects in every free country since LIFE INTER- 
NATIONAL reaches the top of the market around the world and 
LIFE EN ESPANOL offers concentrated coverage in Latin America. 


Furthermore, because you yourself are in control of your own ad- 
vertising message, you can see to it that the most important selling 
points are made in the most effective manner . . . and that your 
product is shown to its best advantage in the large page sizes of 
LIFE with its fine colour and printing reproduction. 


No wonder leading companies in Britain and on the Continent have 
more than doubled their investment in LIFE’s International Editions 
in the last four years. They have discovered that these magazines 
enable them to deliver the best possible message . . . to a great num- 
ber of prospects . . . at reasonable cost. 


LIFE INTERNATIONAL—advertising rates based on average net 
paid circulation of 250,000 copies printed in English and distri- 
buted in 120 countries outside North America. 
LIFE EN ESPANOL— advertising rates based on average net paid 
circulation of 275,000 copies printed in Spanish covering all of 
Latin America. 

These are the INTERNATIONAL EDITIONS of LIFE magazine, 
with a combined current circulation of over 560,000 copies every 
fortnight. 


For further information, write or telephone, The Advertisement 
Director, Life International Editions, Time & Life Building, 
New Bond Street, London, W.1. Grosvenor 4080. 
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Newcastle 


‘Great advantage of mechanical age 
is quantity as well as quality’ 


The ability to manufacture goods in great volume without sacrificing 
quality was one of the greatest advantages of the mechanical age, said 
C. D. Thomson, manager of the merchandising, media, radio and TV 
division in the advertising department of Thomas Hedley and Co. Ltd., 
when he svoke at a luncheon meeting of the Publicity Club of Newcastle 
last week. Mr. Thomson outlined the background of advertising in relation 


to the synthetic soap industry. 

He stressed the responsibility of 
the manufacturer in seeing that 
claims attributed to a product were 
his bond with the consumer. It was 
a waste of time and money to adver- 
tise a product by sample or coupon 
schemes if the product could not 
maintain its quality. 

Referring to coupon 


Hull 


schemes 


Local government 
e*,f 
authorities 
es, . 
criticised 

Criticism of the attitude of local 
government authorities to outdoor 
advertising was made at a meeting 
of the Publicity Club of Hull during 
a discussion following an address on 
the Advertising Association by the 
director-general, Leslie Room. 


A member said that some local 
authorities were “tearing down” dis- 


Club News 


play sites and hoardings. He 
wanted to know if the Association 


was doing anything about the 
problem. 
Mr. Room said that outdoor 


advertising was governed by the 
Town and Country Planning Act of 
1948 under which a great deal was 
left to the local authorities. 

They gave, or withheld, consent 
for hoardings or display sites. The 
industr, could, and did at times, 
appeal to the Ministry of Housing 
and Local Government. 

One thing they had to work for 
was a high standard of advertising. 
This was the province of the Asso- 
ciation’s advertisement investigation 
department. Over the years, its 
effect had been to raise the stan- 
dards of advertising considerably. 


Undesirable practices had been 
exposed, and been largely driven 
out. 


The Association was also con- 
cerned to promote the efficiency of 
advertising, said Mr. Room. Much 
was now being done in this way 
through the education committee. A 
diploma course had been instituted, 
and a joint intermediate examination 
had been introduced in co-operation 
with the Institute of Practitioners 
in Advertising. 

Referring to the help that the 
Association could give clubs, Mr. 
Room said that they now had their 
own library. Information and books 
were available to members outside 
London, by post. 


operated on a _ large 
Thomson said a popular remark 
was: “If they can afford to give 
it away, why not reduce prices?” 

The aim was a sustained volume 
of sales and a manufacturer often 
dipped deep into his pocket to get 
it 


“Since the war the switch-over 
from soap to synthetic detergents 
has radically altered the industry. 
Today over half the housewives in 
the country use synthetic detergents 
in preference to products with a 
soap base, and a modern top- 
quality synthetic detergent is an 
expensive thing to make,” he added. 

“A highly competitive market is 
expected and because of that the 
company is spending £500,000 on 
building a new laboratory at Long- 
benton, near Newcastle.” said Mr. 
Thomson. 


scale, Mr. 


June 29, 1956 


Over 150 members and friends attended the Studio Club's (Swallow Street) 
Jazz Barbecue at the Robinson Crusoe Club, Finchampstead, near Woking- 


ham, last Saturday, Midsummer Eve. 
and his Jazz Band and many other well-known musicians. 


Music was supplied by Dave Carey 
Enjoying a 


joke in this group are (left to right): Bill Howard, film publicist; Robert 


Stannage, director of publicity, Warner Bros.; 


Robert Cort, visualiser, 


G. S. Royds Lid.; and Antony Brandt, artist, model agent and artist agent. 


Saturday, June 0 

REGENT ADVERTISING CLUB 
Metropolitan Police Horse 
Imber Court, Thames Ditton. 
AA-IPA. Course for lecturers opens 
Belgrave Square 

MARKET 


Visit to 
Show, 


Researcn Soctery Resi- 


ADVERTISING DIARY 


dential Summer School opens. St. 
Edmund Hall, Oxford 


Friday, July 6 
Pusticiry Cus oF 
Luncheon meeting 
R. L. Carey 
Grand Hotel. 


BOURNEMOUTH. 
Guest speaker, 
(Evening Standard). 
1 p.m. 


The Publicity Club of Glasgow's evening cruise on Loch Lomond last 


week was attended by 


500 members and friends. 


This group was taken 


on board the “Maid of the Loch.” Proceeds of the evening went to NABS. 


‘Lent shees dheuld ‘be tabbil? 


A controversy in the shoe and 
leather trade has followed a 
request to the Minister of Health 
by the Boot Trades Federation 
asking him to consider banning 
moulded rubber footwear for 
children’s shoes on account of 
the danger to foot health. 

In last week’s issue of Leather 
Trades’ Review the case was pre- 
sented for the leather industry. 
Contributors to the issue included 
medical and foot health authori- 
ties, shoe manufacturers, repairers 
and a retailer, who support the 
claims of leather. 

The advantages of leather and 
the ill-effects of substitute 
bottomed shoes were stressed by 
G. W. Odey, president of the 
International Council of Tanners. 
He said that the industry could, 
through the Leather Institute, 


make these facts 
known. 

He said he would like to see 
every shoe made of leather 
“carry a tab, or some mark, 
indicating that it is a leather shoe 
so that the public will know what 
they are buying.” 


DPSPA meetings 


A new series of evening meet- 
ings for members of the Display 
Producers and Screen Printers’ 
Association, and anyone  in- 
terested in the industry, will com- 
mence in London on Tuesday, 
September 11. They will be held 
throughout the autumn = and 
winter on the second Tuesday of 
each month. The programmes 
for the meetings are now being 
arranged. 


more widely 


DEPOTS 


ESTABLISHED /898. 


ERNEST MARKS PUBLICITY LTD. 


IN. ALL DISTRICTS 


ves 


DISTRIBUTION AND 


LONDON OFFICE 


New medical 
journal is 
‘doing well’ 


On a ten-day visit to Britain, 
Louis M. Cohen, president of 
Modern Medicine, told ADVER- 
TISER'’S WEEKLY last week of the 
success of the British edition 
launched in January. 

Modern Medicine, which circu- 
lates free to British doctors, has 
a controlled circulation of 10,500. 
It is now in its sixth issue. 

Mr. Cohen said that he was 
very pleased with the progress 
the magazine had made in both 


professional and =e advertising 
circles. 

English publisher Alfred E. 
Morgan said that already 50 


firms were advertising regularly 
in the journal. 

Mr. Cohen, over here to discuss 
policy for 1957, plans a reader- 
ship survey to confirm the good 
reports that have been made 
about the magazine’s reception 
by the medical profession. 

Modern Medicine began as a 
controlled circulation magazine 
in the United States in 1932. A 
Canadian edition was added later 
and the founding of a British 
edition this year followed six 
years’ investigation to discover 
whether such a digest in Britain 
would be an economic proposi- 
tion. 

Mr. Cohen left Britain this 
week to spend four weeks on the 
Continent. 


INSTALLATION 


RUSHOLME /47/'# 


once MANCHESTER IS tae 


SHEPHERDS BUSH 4356 


PC 14 PC 
a r . | ; 
‘i So : % a —) ? 
a , ~ P ru Aa ) 
Ieee | 
= a . 
———— LESS SS SSS SSS SSS SS SSF SSTSG SST SOSTSSsees 
a PS ; 
_ rer 
+ Ms a ee. om 3 > ie : 
_ 
| 
\ 
i 
DISPLAYS - PELMETS : DRESSINGS - SALES AIDS eErc | - ee ) ; 
MARKSMAN .°=:\SERVICE® 
, | \ S , pe «of ‘\e =) S | 
es = ee | cot es 


JUNE 29, 1956 ADVERTISER'S WEEKLY 


2% The manufacturer of Jenifer Lee dresses had 
PROBLEM ‘ six new models to sell, at prices ranging from 
: 59/6 - 69/6. 


These dresses, together with four similar models, 

were given special display in the Hanley, Liverpool, 
and Manchester branches of a large departmental 

store. The manufacturers took 14 Granada spots - 
60-second, run-of-the-day, live. These spots were 
spread over four weeks, commencing May llth. 

Results were checked through the store's repeat orders. 


GRANADA NORTHERN INDEX 
reports 


Sales exceed | 
Original estimate 


by 146% 
within first month! 


The store's initial order for the six models totalled 
319 dresses. It was expected that this would be 
sufficient for two, three or four weeks. 

However, by the end of the first fortnight's tele- 
casting (7 spots), the manufacturer received urgent 
repeat orders for 181 dresses. By the end of the 
second fortnight 285 more dresses had been ordered. 

So in addition to the 319 dresses originally 
estimated, another 466 dresses had bee» ordered, 
making 785 in all. The original estimate had 
been exceeded by 146% within the first month! 

Further examples of the effectiveness of Granada 
advertising will be published regularly. 


GRANADA TV NETWORK 


Sales and Advertising Department, 149 Regent Street, 
London, W.1. REGent 8080 

Granada House, Water Street, Manchester 3. 

Deansgate 7211 
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COM MEN 


THE ROAD FROM 
BRIGHTON 


At the conclusion of the Advertis- 
ing Association Conference in 
May, the chairman, Brian 
MacCabe, suggested that at 
each subsequent annual event 
there should be a special ses- 
sion to examine the progress on 
suggestions made the previous 
year. 

This was a sound idea which met 
with general approval. But, at 
the present rate of progress, it 
may not be necessary to put it 

into operation in 1957. Because 
—and mark this, you confer- 
ence critics — the follow-up 
work is well under way. 

This time, the Advertising Asso- 
ciation and other organisations 
have really got cracking. 


Export event 


Two outstanding Brighton 
demands were for more ABC 
figures and for an autumn 
exports conference. 

We understand that plans for the 
special exports conference are 
well in hand and that an an- 
nouncement of details is 
imminent. That is good news, 
for advertising can make no 
greater contribution to the 
national economy than produce 
ideas to boost overseas sales. 

And the first major step in the 
drive for ABC members is 
taken with the recruitment to 
the Bureau of Benn Brothers 
Ltd. This long-established 
family publishing business is to 
be congratulated on the lead it 
is giving. 


ABC yardstick 


The “importance” of ABC figures 
as a basic guide to media selec- 
tion cannot be over-emphasised. 
But there is more than figures 
in trade and technical press 
readership. 

As Glanvill Benn emphasises, 
circulation figures do not tell 
the whole story about the hich 
readership per copy or about 
the pulling power of trade and 
technical journals, which is out 
of all proportion to their circu- 
lation. 

Quality of readership is the 
ultimate test, and in specialised 
fields that is not often difficult 
for the experienced media man 
to judge. But there can be no 
denying that an ABC figure is 
a useful yardstick to start with. 


Walkers 


TALKING POINTS 


June 29, 1956 


Problem child: Hard drink man with 
soft selling ideas 


A PYERTISING has a lot to 

do yet in the very neces- 
sary task of selling itself to the 
people who matter — “the 
moulders of opinion,” as they 
are termed by high falutin’ 
propagandists. 


There are two groups in par- 
ticular who need to be worked 
upon: 

@ Manufacturers and city men 
who “do not believe in advertis- 
ing,” and 

®@ Politicians who do not under- 
stand its function and pretend to 
despise it. 

This column had lunch at the 
House of Commons last week 
with a group of Conservative 
MPs and the maker of a 
nationally-distributed drink. All 
professed complete faith in the 
free enterprise system and the 
methods of distribution now used 
in Britain, but all were suspicious 
of advertising. 

Indeed, the manufacturer was 
scathing. He said that he would 
not use advertising “because our 
product is good enough to sell 
without it, and if we suddenly 
started advertising people might 
think things were not going too 
well.” His sales are not growing. 


POLITICS AND POSTERS 


ELL, that was the manu- 

facturer who doesn't 
understand. What about the 
politicians who won't? 

Of advertising in general their 
opinion was that there is “too 
much of it.” Of outdoor adver- 
tising in particular their views 
were expressed in almost unprint- 
able terms. 

They were certainly behind the 
Minister of Housing and Local 
Government in his scheme to 
encourage local planners to 
harsher activity against posters 
and signs. In fact, they were way 
ahead of him in their desire tp 
decimate the industry. 

One said: “We think all 
posters should be cleared out of 
the country-side.” 

Another added: “They are all 
right to cover up bombed sites in 
towns, but that’s all.” 

All agreed that “hoardings, 
great big signs and all those silly 
things they are now putting out- 
side shops” should be legislated 
out of existence. 


pape limited 


“I can’t understand why 
business is so slow — we 
have a regular weekly post- 
card ad in the newsagent’s 
window.”’ 


That is a measure of the threat 
to the outdoor advertising indus- 
try, and an indication of the out- 
look of people in the Commons 
who might be expected to be 
understanding of advertising if 
not friendly towards it. 

What a job there is to be done 
by the Advertising Association's 
Public Affairs Committee. For- 
ward, Sir Miles! 


UPPER CRUST 


fig anne point in newspaper 
promotion departments dur- 
ing the past week has been the 


“Who Is the Daily 
Man?” stunt. 

The Express described its man: 

“Statistic-wise he tends to earn 

more than £800 a year, is likely 
to be worth more than £1,300, 
has a small family, often owns 
his house, either has a car or aims 
to buy one.” He would own his 
own business or be in one of the 
professions—an architect per- 
haps. 

A reader promptly wrote: 
“The only effect on me... is to 
make me believe, because I earn 
£600 a year, that I have been 
reading the wrong paper.” 

Inquisitive ad men turned to 
the IPA National Readership 
Survey. What did they find? 
That of the Express's 11,608,000 
readers, 403,000 are in the upper 
class ; 2,882,000 in the middle ; 
and 7,517,000 working class. 


BLIND SPOT 


HE BBC soon snapped into 
action on the invisible ads 
theory (this page June 15). 

During a science programme 
they flashed on for one-twenty- 
fourth of a second the headline 
“Pirie breaks world record.” 
Viewers were asked to write if 
they saw it. 

Two hundred and fifty-six re- 
sponded: 14 correct answers were 
given ; 126 were partially correct ; 
116 saw something but couldn't 
say what it was, or gave wrong 
words such as “Lock taken to 
hospital.” 

Was this a fair test? Probably 
not. The idea is to motivate a 
purchase without the “victim” 
knowing why he is doing it. 
Hence the description sub-thres- 
hold. 


Express 


TOMORROW'S TOPICS 


@A developing display producer 
is considering the possibility 
of undertaking point-of-sale 
coverage research with break- 
downs for businesses and areas. 


@A_ British hock is being 
developed from home-grown 
grapes. When supplies are 
adequate it will be launched 
with strong advertising sup- 
port. 


@ Major project to be handled 
initially by a leading PR firm: 
the introduction of a synthetic 
— with all the qualities of 
ea 


@A new’ commercial 


utility 
vehicle is to be 


announced 


within the next few weeks. It 
is expected to spark off heavier 
advertising for this type of 
transport. 


@if really hot weather comes 
this summer, campaigns will 
develop for iced tea—a sales 
approach already working well 
in America. 


@ A full range of wall paper, all 
designed by one artist, is 
coming on to the market. 


@ A leading research firm is plan- 


ning a major project in the 
poster statistics field. 
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Copy Testing 
by 
Circular Distribution 


DRM MMO I MMM AMC UM UT 


ut, 


A NUINRUUUTOUTTIENHNtNT 


How often are advertisers confronted with the problem of choosing between 
copy ‘A’ and copy *B’? And how often is the final choice based on opinion 
instead of fact ? 


Here are the results of a test made by us quite recently for an advertiser. 


Six advertisements were prepared, of which three were to be used in a 
subsequent campaign. Each advertisement contained a coupon offer of 
literature. The six advertisements were completed, and 9,000 copies of each 
were printed. These were distributed to householders in classes of property 
comparable with the readership classes of the media to be used in the campaign. 


Within 14 days, the following results were obtained : 
REPLIES 
Advertisement A 157 
B 152 
151 


personal choice of both the advertiser and his agent, neither of them succeeded 
in forecasting it for top place in public favour. The test, which was quite cheap 


to conduct, proved beyond doubt which three advertisements were most 
effective. 


This is another example of the various types of operation which can be suc- 
cessfully performed by Circular Distribution. 


We can undertake the distribution of circulars and samples to all houses in 
towns throughout the country. The minimum we can accept is 10,000—our 
maximum capacity approximately 6,000,000 per week. We have a regularly 
employed field staff of some 4,000 personnel and an exceedingly efficient 


system of supervision. The normal cost of distribution per household is less 
than one penny. 


114 
97 
94 
It is interesting to note that although the leading advertisement was the 
. 
We should be glad to send you an explanatory booklet. 


CIRCULAR DISTRIBUTORS LTD 
54 Great Marlborough Street: London-W.1 
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Jan.-June, 1956, shortly to be 

published, again demonstrate 

the unparalleled popularity 
and progress of 


June 29, 1956 | 
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One Editorial offer 


in a recent issue of WOMAN, 
involving the sending in of money, brought in over 


750,000 ORDERS 
instance of the tremendous influence of 
WOMAN, which—with a readership of over 6,000,000, 
comprising nearly one in three of all women in the 


country aged 16 and over—is far and away the greatest 
direct selling force to women in Britain ! 


Just one 


More than ever before—a national campaign in itself! 
HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96/98, LONG ACRE, LONDON, W.C.2. 
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and retailing 


NE of the features to be 
found in the Electrical 
Pavilion at the Daily Mail 
Ideal Home Exhibition was a 
combined refrigerator-freezer, 
originating from the United 
States. It was divided in two 
halves—on the one side there 
were shelves which stored, 
according to reports, 166 lb. of 
deep-frozen food, and on the 
other, was a luxury refrigera- 
tor, while the doors also pro- 
vided built-in shelves for ice 
cream, milk and other foods. 

The advent of frozen foods is 
but another chapter in the history 
of man’s efforts to make himself 
independent of the seasons. It is 
only a matter of some 200 years 
ago that it was necessary to kill 
off the- cattle at Martinmas and 
salt the meat. At the end of the 
18th century roots and fodder 
crops were grown to keep the 
cattle alive in the lean months 
where previously they would 
have starved. 


Uncertain harvests 


The farmers’ efforts to produce 
the appropriate type and quantity 
of foodstuffs, as and when they 
are needed, have always been 
handicapped by the inescapable 
variations of the weather accord- 
ing to the seasons of the year, 
both at home and abroad. And 
indeed, as has happened this year, 
when the heavy frosts of the 
early months produce a shortage 
of fresh green vegetables, the 
shortage can easily be followed 
a year later by supplies so abun- 
dant as to be hardly worth the 
expense of gathering. Equally, 
the supplies of fish may be abun- 
dant at one period of the year 
and desperately sparse at others. 

In the past, meat, fish, fruit, 
vegetables, have been salted, 
dried, pickled, chilled, frozen, 
and canned. The stage has now 
arrived when, in addition to 
older methods, quick-freezing can 
provide foods of which the fresh- 
ness and flavour has been so 


THE CHANGING MARKET: Since the war this 
country has experienced the growth of the 

quick-frozen foods industry—and much bigger 
developments are in process. 
deeply influence methods of distribution 


Rising sales and greater 
variety of frozen foods 


By ‘ADVERTISER’S WEEKLY’ MARKET RESEARCH TEAM 


20 


This will 


In this country the quick-frozen food industry has begun to estab- 
lish itself as a significant section of the economy. Retails sales are 
rising, new products are being offered, and more and more farmers, 
poultry producers and fishermen are being brought into schemes 
whereby they sell direct to a processor who then markets the produce 
evenly round the calendar. 

What is the market for this new form of food? 


What are the 
problems of distribution? 


This special survey outlines the answers. 


preserved as to equal the newly 
gathered or prepared article. 
Speaking at the annual 
luncheon of the National Asso- 
ciation of Wholesale Distributors 
of Frozen Foods in London in 
October, the Parliamentary 
Secretary of the Ministry of 
Agriculture, Fisheries and Food, In some of its products, the 
described the quick-freezing industry inevitably competes with 
industry as the industry of the the canned food industry in 


of a guest to his hosts, but it 
is indeed true that the sales of 
quick-frozen products, as 
measured by the few produc- 
tion figures available, are in- 
creasing. Moreover, the range 
of products available is con- 
tinually expanding. 


future. And he stated that the which great advances have been 
government was aware of the made in the post-war years. In 
importance of it and of its a statement made at the end of 
potentialities. December last year, W. V. 


Allowance should perhaps be 
made for the exuberance of 
politicians and for the courtesy 


Smedley, chairman of the Fruit 
and Vegetable Canners’ Associa- 
tion, said that he expected even 


Display cases offer the opportunity for effective point of sale adver- 
tising as this superstructure in an American self-service store clearly 
indicates. 


The messages and the illustrations can be easily changed. 


June 29, 1956 


One of the newer quick-frozen 
food items to come into the shops 
in this country is the fish stick. 
A phenomenal sales success in the 


United States, it has also been 

given a big advertising campaign 

over here by the Birds Eye 
organisation. 


greater progress in British can- 
ning in the next 10 years. On 
the question of competition, he 
said: 

“While some people may 
have worried about competi- 
tion from quick-frozen foods, 
the simple fact of the matter 
is that since its introduction 
in this country, demand for 
canned foods has _ increased 
year after year, and has con- 
tinued to do so.” 

Thus, from two fairly repre- 
sentative spokesmen, appear 
two announcements pertinent to 
the quick-frozen food industry, 
and the remarks are of sufficient 
interest to make a study of the 
industry worth while. 

Compared with other indus- 
tries, it is new—the invention of 
Clarence Birdseye was acquired 
by General Foods Corporation 
in the United States in 1929, and 
during that year a_ million 
pounds of fruit and vegetables 
were packed. Small quantities 
of frozen foodstuffs were im- 
ported into this country before 
1939, and there was also a tenta- 
tive and small production. 


Expanded production 


Since 1945, firms in this 
country (some of whom also in- 
clude the canning of fruit and 
vegetables as a part of their 
activities) have been established, 


while others, for example, 
Smedleys and Frosted Foods 
(now Birds Eye Foods), who 


were operating before 1939, have 
expanded and developed their 
production. 

From the figures published in 
the Ministry of Food Bulletin, 
there were 40 stations packing 

@ Continued on page 22 
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The double life‘ef an 
INVESTORS\CHRONIGLE reader 


In his business life he’s But don’t ignore his 
responsible for the spending personal life. He’s ‘top’ 
of his firm’s money for prospect for those with 
office and factory equipment. expensive dreams to sell. 


ABC 


7 out of 10 readers of the “27,111, 


INVESTORS’ CHRONICLE 22sec 


with an ABC sales figure 


are directors or key executives in commerce, industry and finance. 
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QUICK-FROZEN FOODS 


Increased sales and a 
rapidly growing variety 


frozen fruit and vegetables, who 
made returns as long ago as 1953. 
As with all new products the 
manufacturers were faced with 
an initial resistance to something 
untried and unknown. Their 
first task was to make known the 
qualities of their product, to per- 
suade people to try it and to 
overcome the resistance. 


Interest of canners 


In his statement at the last 
annual meeting of the National 
Canning Company, the chairman 
said that the quick-frozen food 
side of the business had made 
Satisfactory progress. To their 
main lines of quick-frozen vege- 
tables, garden peas, and French 
beans, had been added fish, pork 
sausages and poultry. Sales of 
all these lines had increased 
steadily. Additions to the range 
of vegetables recently have been 
brussels sprouts, mixed peas and 
diced carrots, peas and small 
whoie carrots, and mixed vege- 
tables. Information about frozen 
fruit is not available, but home 
production, which has been at a 
lower level than vegetables, was 
not showing any sign of expan- 
sion up to 1955. 


MES 


SOUTH 


GAZETTE 


EASTERN 


During the last few years, 
the range of frozen foods has 
been extended, and even in 
mid-1954 there were some 52 
processors dealing with fruit 
and vegetables, 64 with fish, 
nine with meat and poultry 
and seven with ed 
meat dishes — though the 
majority were relatively small. 
The largest firms are Birds Eye 
Foods, which is reported to be 
the biggest processor of un- 
cooked food, J. Lyons & Co., 
Ltd. (which is the largest pro- 
ducer of pre-cooked meals), 
and the Smedley Group. 
Among the other products are 

quick-frozen herrings (the forma- 
tion of the Ulster Fresh Fish 
organisation to operate a fish 
freezing factory in Northern 
Ireland was reported in April 
this year), fish fillets, sticks and 
fingers, poultry, sausages, and 
quick - frozen ready - wrapped 
butcher's meat. 

Practically nothing has yet 
been done over here in the field 
of quick-frozen fruit juice con- 
centrates, although the position 
may change rapidly over the next 
few years. 

The Minister of Agriculture, 


CHATHAM 


OBSERVER 
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A lot of publicity use has been made in the United States of “living” 


trademarks to boost sales of quick-frozen foods. 


The big Dulany 


company’s “Eskimo Girl” is present at all the relevant trade exhibitions 
and many store demonstrations. 


Fisheries and Food recently 
stated in the Commons that the 
National Research Development 
Corporation is receiving applica- 
tions to exploit the patent and 
has already granted one, for 
frozen milk, while deep freezing 
for bread and cakes has been 
successfully accomplished. 

While these examples of new 
products are of interest, and also 
demonstrate the virility of the 
new industry, they afford no 
confirmation that the future is 
virtually limitless. , 

However, some time ago in a 
trade journal, figures appeared 
which showed that the total spent 
by housewives in quick-frozen 
foods had increased from £2.6 
million in 1951, to £3.5 million 
in 1952, to £5 million in 1953, 
with a further increase in 1954. 
By 1955, according to estimates, 
the total was £74 million. 


Types of market 


There are at least two clearly 
defined markets for frozen food 
in this country : 

@ To homes. 

@To restaurants, 
canteens, clubs, 
Organisations and 
tions. 

Little information has been 
published as to the demand from 
private households and why 
people buy or do not buy frozen 
foods, although a report of an in- 
vestigation by Mass Observation 
did appear in 1954. Admittedly. 
sales have expanded since then 
and the number of refrigerators 
and refrigerated display cabinets 
installed have increased, but the 
conclusions are of interest. 

It was recorded that frozen 
food had not become a habit 
with the British public and 
more than 80 per cent of the 
sample of 2,000 men and 
women questioned had not 
bought any for 12 months and 
most had never done so. 

The main demand appeared to 
be in the South of England and 
in the Midlands, while in Scot- 
land as few as five per cent said 
they had bought within the last 
year. But the largest difference 


hospitals, 
transport 
institu- 


in buying habits arose from 
income differences—29 per cent 
of those whose family wage- 
earners received more than 
£12 10s. a week had bought 
frozen foods within the past year 
against only 12 per cent of those 
under £7 15s. a week. Moreover, 
only a minority bought with any 
frequency. 

As regards the popularity of 
the types of frozen food, at the 
time of the inquiry, vegetables 
were seen to be the most popu- 
lar variety (for every 10 who 
bought vegetables, five bought 
fruit and one meat or fish) and 
of the frozen vegetables, peas 
were the most favoured. 

Recent reports suggest, how- 
ever, that fish fillets, sticks and 
fingers which have been intro- 
duced by four or five firms during 
the past 12 months are now com- 
peting with peas as the best sel- 


@ Continued on page 24 


Prepackaged fresh meat is a valu- 
able additional item for the frozen 
food department of a store. This 
striking display of fresh meat 
wrapped in “Cellophane” attrac- 
ted a lot of attention at the stand 
of Hussman British Refrigeration 
Ltd., at the Smithfield Show. 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
Tis Europe’s largest plant producing 
point-of-sale material of all types, and 
occupies an area of 23 acres with an 
additional 1} acres of land for further 
development. Acme production, backed 
by a team of 50 designers, brings a com- 
plete service to advertisers. Top quality 
showcards, displays and signs at competi- 
tive prices is the keynote of this service. 


Wire Dispenser Unit 
for H.P. Sauce Ltd. 


. Designed and produced by Acme, this attractive 
“ point-of-sale unit has been widely distributed 
etetete® and has proved a welcome asset to the retailers 


> 


CME «em 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works « Green Street - Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 
SHELL PETROLEUM 

co. LTD. 

ALEXANDER DUCKHAM & 
co. LTD. 
INTERNATIONAL 
HARVESTER (GREAT 
BRITAIN) LTD. 


MASSEY-HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


ESSO PETROLEUM 

co. LTD. 

ROTARY HOES LTD. 
J. E. SHAY LTD. 
NATIONAL BENZOLE 
co. LTD. 

REGENT OIL CO. LTD. 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 

LYONS & CO. LTD. 

THE BRITISH LEGION 
PEPSI-COLA LTD. 
HELENA RUBENSTEIN 
LTD. 


I 
associated | @\}) @} transfers ltd 


its quicker — 
more brilliant — 
longer lasting 


Our umique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 


HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 
include nameplates, operating 
instructions, diagrams, warn- 
ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 
are the most effective method 
of window advertising. 
DESIGNS 
Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 
EASY TO USE 
No special skill is required for 
application. 
Solve your marketing and sales 
problems— 
Write or ring today: 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


INSTRUCTION 


TRADE MARKS * WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS - VEHICLE MARKINGS 
AND OPERATING PANELS 
WIRING DIAGRAMS *- WARNINGS - NOTICES, ETC. 


CALIBRATIONS 
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QUICK-FROZEN FOODS 


Basis for expansion with 
spread of refrigeration 


ling line. With these products 
available, together with shrimps, 
prawns, lobster, crab and scampi, 
fish sales have increased rapidly. 

As regards distribution, the 
Mass Observation report showed 
that 39 per cent of frozen foods 
were bought from the grocer, 26 
per cent from the greengrocer, 
seven per cent from a depart- 
ment store or a co-operative and 
six per cent from a fishmonger— 
and it should be observed that 
the fish industry has shown alarm 
at the increasing tendency for 
people to buy quick-frozen fish 
items from the grocers. 

The reasons for buying fresh 
frozen foods were mainly in 
order to obtain fruit and vege- 
tables which were out of season 
at the time—SO per cent of pur- 
chasers gave this reason, and one 
in six bought frozen foods, par- 
ticularly peas, because they 
found it convenient to have them 
prepared and ready cooked. The 
main reason for not buying, on 
the other hand, was of an 
economic nature—nearly half of 
those who volunteered a reason 
for not buying said they could 
not afford them. Apart from 
other reasons, it is interesting to 
find that one in 12 “did not be- 
lieve in them.” while a smaller 
percentage said they were not 
sold in the district where they 
lived. 


Reason for increase 


_ Since the days of the inquiry 
in mid-1953, the value of the 
market has increased by some £24 
million. The reasons for the 
increase would appear to include 
more refrigerators in use in 
houses, a greater variety of pro- 
ducts, and wider distribution 
backed by an increase in adver- 
tising (the use of which, in order 
to promote sales, was discussed 
in ADVERTISER'S WEEKLY of Feb- 
ruary 3, page 29). 

For the second section of the 
home market, sales to 
restaurants, hospitals, canteens, 
institutions, no figures are avail- 
able, but with the present diffi- 


culty of obtaining staff, the 
advantage of prepared,  pre- 
cooked foodstuffs is an 


important factor. In this sphere, 
Lyons & Co. Ltd. have de- 
veloped and expanded sales of 
pre-cooked foods which are 
being retailed through shops in 
London and the Home Counties, 
sold to institutions, canteens and 
similar organisations and also 
very importantly—to airlines. 
The market appears capable 
of a great expansion, provided 
certain conditions are fulfilled. 
At the moment, sales are limited 
by the number of refrigerated 
cabinets in retail outlets, and 


also by the number of home re- 
frigerators, although some manu- 
facturers state that frozen foods 


United States, 
Maid Corporation 


When, in the 
the Minute 
acquired the Snow Crop organi- 
sation, a big advertising campaign 
was carried through which com 


bined the two “trademark per- 
sonalities” and so accustomed the 
public to the fact of the merger. 


may be kept for 24 hours before 


use and still retain their 
properties, even without a 
refrigerator. Moreover, quick- 
frozen foods to be kept in homes 
for any length of time need 
more than refrigerators; they 


need deep-freezers and, in the 
US, the trend is in this direction. 
Over here, at the moment, 
however, the trend is towards 
more and more refrigerated 
display cabinets in shops, and 
more refrigerators in homes, 
and the conditions for an in- 
crease in sales of the foods are 
becoming steadily more favour- 
able. The initial resistance to 
innovation is being overcome, 
and greater publicity and 
advertising have helped to 
bring this about. 

So far the industry is in its 
infancy, a state of affairs which is 
shown by its small share of the 
prepared vegetable market. But 
there is no denying that it has 
grown significantly during the 
past year in stature and in terri- 
torial coverage. What was a 
strong ‘lusty baby is now becom- 
ing a healthy child growing up 
and yearning for more space in 
which it can develop. 

But one deficiency in the rising 
volume of advertising does need 
pointing out. All too little atten- 
tion is given to the foods at 
public and trade exhibitions. 
This is a type of product that 
thrives on the basis of demon- 
strations and the fact is that it 
has been given altogether too 
little consideration in this regard. 
It has been very different in 
Canada and the US and the sales 
charts testify to the value of such 
forms of advertising and sales 
promotion. 
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Robert Sharp’s plan intelligently 


Intelligent anticipation is the great thing in advertising — to 
know what people are going to want, how they are going to 
react. Robert Sharp’s provide this, as foundation for their 
strikingly original creative work. 

A client who comes to Robert Sharp’s gets personal service 
from one of the Directors, none of whom are over forty. The 
advertising advice he is given may not necessarily be orthodox, 
but it will be lucidly thought out and extremely well presented. 


Still a medium-size Agency, Robert Sharp’s have roughly 
tripled their billing in two years. They put almost all their 
income back into hiring really intelligent and creative people 
in all departments ot the business. 

Whatever sum of money you allocate no Agency will give 
you either a better analysis of your advertising problems or 
a more constant flow of ideas. This is the framework of our 
partic ular service. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 1471-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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If you want it to go 
make a big splash 


Success 
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over big — 


The Daily Mail Whole Page Advertisement has everything—size, geographical and 
income-group spread, mass circulation. Its impact on the national market, Consumer 
and Retail, is immense and immediate. When the time comes to make a Big Splash 
—this is it. The rate for the Daily Mail Whole Page is now £3,250. 


stories start with a page in the Daily Mail 
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COMMERCIAL SPOTLIGHT 


. 


Seated before his television 
receiver, TELETASTER has 
recently watched— 


Two ways of presenting 


a refrigerator 


[HE Frigidaire and Coldra- 
tor people were unfor- 
tunate enough to have their 
commercials within a few 
hours of each other during one 
Sunday viewing period not 
long ago. It is interesting to 
study the different techniques 
and the working of the creative 
kings who designed the 
formats. 


Those at Goldrator pin their 
faith, apparently, on selling the 
excellence of the mechanical 
design in their refrigerator—and 
Sheila Van Damm was called in 
to back up the plug. The script 
constantly drew a parallel be- 
tween buying a refrigerator and 
a car. Such remarks as “ Ah! 
yes, but I like to look under the 
bonnet!” were uttered by Miss 
Van Damm when called upon to 
admire the roomy interior of the 
storage compartment. 


The whole job was rather 
forced and brittle, leaving one 
with the feeling that the next 
Grand Prix was to be won by a 
three-litre Coldrator. 


On the other hand, Frigidaire 
used the feminine approach. 
Delectable Paula Marshall, in a 
soft persuasive voice, extolled 
the women’s angle to great effect. 
She pointed out the different 
types of storage facilities from 
the purely functional standpoint 
of where you put the lettuces and 
what happens to the dish of 
butter. And she polished off the 
whole thing by announcing the 
various colours with which this 
manufacturer has had the sense 
to supply the public. 

So, in one commercial we 
appeal to the man, letting him 
know that the door closes with 
a satisfying click, and in the 


food and can be supplied in a 
colour that matches the rest of 
the kitchen. 


* * * 


In our last survey (ADvVER- 
TISER’S WEEKLY, June 8, page 21) 
we had occasion to heap praise 
upon the head of Norman 
Wooland for his handling of the 


Discussing the 
script of the Slix 
Swimwear commer- 
cial with members 
of the cast is S. E. 
Reynolds (right) 
senior producer of 
ABC Television. 
The Slix people 
were the _ first 
advertisers to use 
the new facilities 
established at 
ABC’s live com- 
mercial depart- 
ment. 


Daily Mail commercial. An even 
more immaculate head can now 
have a heap because of the new 
Brylcreem commercial. The 
opening — featuring Robert 
Beatty, looking more earnest 
than usual—was, to say the least, 
unorthodox. He leaned grace- 
fully forward and told us not to 
worry because “This is not the 
next programme!” 

Believe me, after sitting through 
the preceding “entertainment” 
the words were most opportune. 
The personable Beatty then went 
on to do a nicely refined plug for 
the hair dressing that gave the 
RAF its name. It may be that 
Mr. Beatty has enough charm 
and conviction to curl the hair 
of his many female fans, but in 
any case the script was well writ- 
ten and reflects a lot of credit to 
the agency concerned. 

A true example of the power 
of a straightforward “endors- 
ment plug” free from frills and 
other decomposing material. 


Citing the price 

A brush type product, Nenette, 
new to Teletaster, also made its 
appearance recently with a 

emonstration commercial. A 
reasonably competent job has 
been done, although one wonders 
why the price has to be repeated 
in such an awkward manner. It 
is a good idea to mention the 
price, but it does not have to be 
rammed down the viewers’ throats 
unless the bargain is part of the 
selling theme. In this case, the 
brush retails for 13s. 9d4—a sum 
which is not _ inconsiderable 


* * 

In my opinion, far too much 
praise has been accorded to Polo 
commercials for the good of the 
agency concerned. However, one 
cannot help but mention how 
well this highly creative little 
commercial wears. The conti- 
nental flavour of the whole pro- 
duction has a piquancy which is 
very attractive in small doses. 

It is amusing to balance it with 
the highly successful Kit-E-Kat 
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Paula Marshall, in Teletaster's 
opinion, does an effective job in 
the commercial arranged by the 
Frigidaire company. All the 
advantages of the appliance are 
pleasantly pointed out. 


commercial. The jingle in this 
case concerns itself with a pre- 
ponderance of the first two vowels 
of the English language—the 
nursery-age result, coupled with 
the tweezy cartoon, proving that 
you can have good results with 
both the sophisticated and the 
simple approach. It just depends 
how well they are done. 


* * * 


The Daz “window test” leaves 
you in the dark in more ways 
than one. It probably seemed 
frightfully clever at.the time to 
have a housewife in a darkened 
room looking at the sunlit window 
through a “Dazzed” sheet. The 
result, however, is thoroughly 
confusing. 


Having had that hard-hitting, 
repetitive plug drilled into the 
ears by a metallic voice one 
longs, after a very short time, 
for the quiet peace of the open- 
ing scenes of “Gunlaw.” A 
few more commercials of this 
type and the British housewife 
need have no fears about any- 
thing the Americans could 
produce. 


Having some fun 


Even though they seemed to 
have been very unlucky with the 
various formats they have tried 
to date, the Milk people must 
surely be having a lot of fun. It 
must be so refreshing constantly 
to be swapping your sales 
approach. The last effort should 
surely provide a little relief for 
the harassed account executives. 

The comparison in food values 
between a bottle of milk and the 
various steaks and apples, etc., 
etc., is most convincing, but why 
do they nbdt press the point by 


@ Continued on page 32 
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A scene from “‘Le Nozze di Figaro’’, which forms the background to the ' 
documentary film *‘On Such a Night’’, featuring David Knight, Marie Lohr and Josephine Griffin, 
directed by Anthony Asquith. This film is being shown at this year’s Berlin Festival. 


The Man-with-the-Gong 
discusses 
documentary films 


THE CIRCUMSTANCES in which a documentary film is 
the ideal answer to the problem are difficult to 
define; indeed, the term “documentary film” is 
itself hardly capable of specific definition. Some 
documentaries are plain statements of fact; but by 
no means all. Some are intended solely for invited 
audiences—customers, or salesmen perhaps; others 
are of such general interest that they achieve 
paid-for bookings in the cinemas. Among these 
latter are to be found a number of documentary 


films by the Man-with-the-Gong—symbolising 


The Rank Organisation. Examples are “On Such 
a Night’’, a story of the Glyndebourne Opera, and 
“Bloodstock”’, a documentary film on the training 
of a thoroughbred. 

When you consider the vast experience of the 
Man-with-the-Gong in feature films, his success in 
the field of documentaries—the “little features”’ 
—is hardly surprising. 

All the Rank screen advertising activities are 
centred in Rank Screen Services Limited, 11 Hill 
Street, London, W.1. (Grosvenor 6353). 
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ADVERTISERS CAN NOW 


ATV announces a completely 
new rate structure* which 
enables advertisers to book 
into specific time segments 


and so reach the audience 


B, attracting large audiences with 
good entertainment and first-class programme plan- 
ning, ATV has already made itself the best vehicle for 
TV advertising. ATV now presents an entirely new 
rate structure which gives the advertiser more direct 
benefits from these large audiences. 

The new ATV rates are based on shorter time classifica- 
tions which enable advertisers to pinpoint their audiences. 
This means that advertisers can plan TV spots to suit the 


type of programme appearing in the time segment of their 
choice. 


HOW IT WORKS 


An advertiser books a series, for example, of 30-second 
spots in the 8 p.m.—9 p.m. “A” time segment on Sundays 
in London. This advertiser will know that his commercial 
will be screened during or adjacent to the top-flight pro- 
gramme “Sunday Night at the London Palladium” and 
will be seen by an audience of nearly two million. 


A FARTHING A FAMILY 


ATV’s new air-time rates have been worked out solely in 
terms of their value to the advertiser. The cost of advertis- 
ing on ATV is based on the actual number of families 
who will be viewing during a given time segment.t 
Advertisers can now reach audiences for 30 seconds—at 
peak viewing times—for the astonishingly low cost of one 
farthing per family; or put another way, a fraction of a 
farthing per head—and for even less than that in off-peak 
times. 


ASSOCIATED TELEVISION LTD., TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2. 


of their choice 


*effective from 16th September, 1956 


Even a small advertising campaign on ATV cannot fail 
to be good value for money. 

And do not forget that ATV advertising has proved its 
power to sell. The first speedy result is greatly increased 
brand-awareness, followed by a permanent increase in ~ 
sales. Here is yet another example of how ATV advertising 
increased brand-awareness—in this case for Zal Pine 
Disinfectant in the Midlands. 


ZAL— PINE DISINFECTANT 
(Newton Chambers & Co. Ltd.) 
ITV homes Non-ITV homes 
17% 
Apr 
1950 
7% 
Apr 
3% 3% 1956 
Fi F 
ae *s:. [se 


This latest brand-awareness survey carried out by Gallup Poll Ltd. 
showed that before television started in the Midlands, Zal was practi- 
cally unknown amongst potential customers in ITV homes. Only 3% of 
those asked “‘What name do you think of first in household disin- 
fectants?” replied “Zal.’’ In March, Zal came onto television exclu- 
sively with ATV and as a result, by April, Zal was the first name 
mentioned in answer to the same question by no less than 17%, of house- 
wives having access to ITV. The brand-awareness of Zal had jumped 
from eighth to second place in homes exposed to TV advertising. 


+ Based on the most reliable estimates available of the total ITV audience next 
autumn and past experience of ATV's TAM-rating supremacy. 


ADVERTISING AGENTS FOR ZAL: F. C. Pritchard Wood & Partners Ltd. 


TELEPHONE: CHAncery 4488 
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CK THEIR AUDIENCE 


“Sunday Night at the London Palladium’’—recognized as the top 
programme on ITV 


SS ES OD ee OD a Oe Ss Ge ee ee ee ee ee eee 


®@ 15-second spots can be bought from £15 - £425, 
60-second spots from £50 - £950. 


= 
| 

| © For £390 you can buy a six months’ Midlands cam- 
| paign of 15-second one-a-week spots. A three months’ 
| campaign of 60-second one-a-week commercials during 
i London’s PEAK viewing time costs only £12,350. 
®@ Pinpoint time classifications help advertisers to plan 
| commercials for specific audiences -so doubling the 
impact. 

| 

® Advertisers can take advantage of ATV volume dis- 
r counts in both London and the Midiands. 

| 
| 
| 


@ All advertisers benefit from the ATV 20°, series dis- 
count if they book 52 weekly spots, whether of 15 sec- 
onds, 30 seconds or 60 seconds. 


as 


Jack Jackson achieved Top Ten ratings for ATV in Record Time 


“I Love Lucy” —another firmly established ATV favourite in London 
and the Midlands 


BOOK COMMERCIALS IN THE SAME TIME SEGMENTS 
AS THESE GREAT ATV FAVOURITES 


Average number of 
households viewing 
660 ,000 
660 ,000 
560,000 
550,000 
500,000 


LONDON 

Sunday Night at the London Palladium 
I Love Lucy - ° . 
Jack Jackson Show - . 
Robin Hood - - 

Roy Rogers - - 
MIDLANDS 

Hit the Limit 

Cross Current 

Superman 

Gun Law 285,000 
Robin Hood - 285,000 


These average audience figures are based on known ratings that have been 
achieved by these programmes, projected to audiences that it is antici- 
pated will be achieved by next autumn. In terms of numbers of actual 
viewers these figures mean that commercials in most of these program- 
mes will be seen by well over 1} million people in London and by over 
1 million in the Midlands. 


330,000 
324,000 
291,000 


Robin Hood—ATV’s top children’s programme—gets audiences as 
big, and with as many adults, as many peak evening programmes 


PROGRAMME CONTRACTORS FOR THE WEEKEND IN LONDON AND MONDAY TO FRIDAY IN THE MIDLANDS 
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COMMERCIAL SPOTLIGHT 


A cosmetic ad that goes 
into the technicalities 


stressing the difference in cost 
between the food mentioned and 
the bottle of milk? Too few pro- 
ducts take advantage of the cur- 
rent financial situation and the 
eagerness of the average house- 
wife to economise—even on her 
husband's beer. 

We also had a word of praise 
for Dunlop tennis balls in our 
last article (ADVERTISER'S 
WEEKLY, June 8, page 20), and 
this time a favourable mention is 
also due to the Dunlopillo com- 
mercial. In this case a cartoon 
stresses the “wearability” of the 
mattress in question by the use of 
a rapidly ageing female. The 
background music is quite appeal- 
ing even though it is done the 
cheap way—by an electric organ, 
that béte noir of commercial 
music in most American com- 
mercials. 


Offer of compact 

The Revlon “Love-Pat” com- 
mercial now backs up the sale of 
the cosmetic with a plug for an 
elegant compact — presumably 
thrown in free. Once again, we 
get technical with the ladies! How 
much ice is cut by stressing the 
fact that the beauty aid contains 


Let’s all go 

to the Strand Palace Hotel 
where, in the Exeter Room, 
are to be seen the largest 
coloured photomurals in a 
public restaurant in this coun- 
try—by Autotype, of course. 
Impressive not only by their 
size but by their outstanding 
quality. There are four of 
them—the three largest each 
22 ft. by 12 ft. We are content 
to let them speak for them- 
selves. If their eloquence 
gives you ideas we shall be 
gratified. 


MOST of the really good 
enlargements are made by 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, LONDON, W.13. 


“Lanolite” is speculative. Is it 
not true that research usually 
shows that girls do not give a 
hoot whether their favourite face 
coating contains GL-70 or Aro- 
matics? Just so long as they 
finish up looking like Cleopatra 
they think the money is well 
spent. 


Taking the biscuit 


Of the Ovaltine biscuit com- 


mercial only one thing is re- 
membered by this viewer: a 
glamorous adult-type female 
looking us straight in the eye and 
actually describing the biscuits as 
“Scrumptious!” Shades of Roe- 
dean. I hope Mrs. Bloggs is im- 
pressed enough by this remark- 
able claim to pop in the local 
grocer and order a packet straight 
away. 

The thought of all this “whole- 
someness” brings us to the 
Bulmers Cider commercial. This 
is a jingle delivered in close 
harmony by the Beverley Sisters. 
We have heard it a number of 
times already, and it can be 
definitely classed as a good com- 
peterit piece of work. The tune 
(or should we say, melody) is not 
one of the more memorable types 


32 


down the Strand... 


A scene from the 
Guinness commer- 
cial which, in Tele- 
taster’s opinion 
(ADVERTISER'S 
WEEKLY, June 8, 
page 20) is another 
example of that 
brewery's _incom- 
parable standard 
of advertising. The 
plot involves co- 
operation between 
“Mr. Pastry” and a 
team of acrobats. 


that have been heard on our 
screens, but it wears well. 


Impression of vitality 


The whole commercial, 
opening as it does with a back- 
ground of apple blossom and 
fresh young faces, adequately 
creates the impression of health 
and vitality that it sets out to 
do. 


A number of advertisers are 
using slides and voice overs to 
good advantage—including Gray- 
don Bureau and Lor nylons. 
However, to show that no one is 
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safe, in closing we should re- 
mark that the ABC slide that sits 
on the screen for at least two 
minutes, while a monotonous 
voice gabbles out “coming attrac- 
tions” at a speed likely to fox 
even a court reporter, is not first- 
class advertising. In fact the 
station concerned would do well 
to seek the advice of a competent 
advertising agency who will be 
able to guide them as to the best 
way to use the medium for plug- 
ging purposes. 

And there is no additional 
charge apart from the usual 15 
per cent. 


No it’s not a window! Bickleigh, Devon, in all its summer glory, has been brought indoors by Autotype. 


Autotype 


IN ALL SIZES—IN BLACK 
AND WHITE AND COLOUR 


PHONE EALING 2691-2-3 
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SIMONDS§ 


| ~Every single signplate 
| g===ra guaranteed for 


The Cowling 
Guarantee 


Every Cowling sign is guar- 
anteed for 3 years against 


FADING 
GHALKING 
DISCOLOURATION 


or DETERIORATION én make more outdoor signs than any similar organisation. 


unless caused by mechanical 
iy = damage. e N. L. COWLING (CHARLTON) LTD., 
— ie ea atte’ ARMSTRONG GARDENS, WOOLWICH ROAD, 
a . LONDON, S.E.7 Telephone : Greenwich 0051/2/3 
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These famous products 
are being advertised in 
the DAILY MIRROR 
week beginning July 2nd 


ee ee ee 


§ 12,789,000 readers 
§ of the Daily Mirror will 
s see these advertisements 


® THAT’S ONE IN THREE 
§ OF ALL SHOPPERS 


™ And the cost? Based on A.B.C. 
July-Dec. 1955, average daily net sale of 


Mm 4,694,042, it’s the lowest inch per 1,000 


m rate of all national dailies ! 
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Cutex Stay Fast 
indelible lipstick 


For extra business 
extra profits 


Look to the Daily Mirror ! 
—the daily paper with 
the busiest reader traffic 
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—" A recorp for East Midland the largest of its kind ever to have 
A local ad that pulled UN Allied Press Group newspapers been held under canvas in East 


has just been established by the Anglia. 


° Isle of Ely & Wisbech Adver- * . * 
° tiser's special supplement for REFRIGERATION MAY not be an 
phenomenal business Wisbech Trades & Industries obvious subject for a lengthy ad- 
Fair. vertisement-editorial feature — 


Supported by most of the ex- but the Yorkshire Observer has 
The till on the cashier’s desk rang many times more than hibitors, it carried in its 24 pages proved the idea to be a good one. 
previously following an advertisement in a Harlow newspaper. 1,574 inches of advertising, In a recent issue the paper carried 
canvassing and layouts for which a three-page section loaded with 
were prepared by advertisement refrigerator advertising and many 
manager Denis N. Newton and _ national advertisers came in as 
his staff. Editorial items included well as local dealers. Editorial 
programmes and advance write- matter, taking a little less than 
up of special features at the half the space, discussed the latest 
show, which, it is claimed, was models and gave some home-tips. 


[HE proof of the pudding is 
in the eating. A hackneyed 
phrase, but nevertheless one 
that sprang to mind when I 
learned of the recent proof of 
how advertising pulls in the 
Harlow Citizen. 

The managing editor, Trevor ms 
Davies, tells me that the response n 
to advertisements inserted in the JOHN ROBERTS 
Citizen is exceptional and cites, 


as a recent example, the case of phenomenal”—and I " 
Cox Bros. (Butchers) Ltd., who come oo, aga con eee 
took a half-page space on March 


30 7 * * 
_ A NEw line in provincial adver- 
New customers added tising recently came from the 


York store, Hunter and Small- 

They served 884 new cus- gage Ltd. 
tomers, and a subsequent half- Their advertisements in the 
page drew a further 619 cus- Yorkshire Evening Press and the 
tomers—bringing the total to Yorkshire Gazette and Herald 
1,503. Not bad for a paper showed piled-up letters with post- 
which was founded only three marks and stamps from all over 


. years ago. the globe. 
4 And what is more, these are Down the side of the advertise- 
\ positive figures—for the Harlow ment were listed some of the 


Citizen was the only medium places from which the customers 

used to carry the Cox Bros. an- shopped by post, such as Lima, Gilbert Harding opened the Wisbech Trades & Industries Fair and 
nouncement. Reports Trevor Fiji, Adelaide, Palma, Bathurst, expressed considerable interest in the teleprinter installed on the 
Davies: “We feel this result is Bilbao and Norfolk Island. “Wisbech Advertiser” stand. 


~ “MONOTYPE, TIMES BOLD 334 me om "MONOTYPE TIMES BOLD 314 


ABCDEFGHIJKLMNOPORST “The new ‘Monotype’ Alphabet Sheets 

UVWXYZ&fififffiifice -C- have almost everything the typographer 

abcdefghijkimnopqrstuywxyz could reasonably want. .. .” says 

£1234567890 .,:;!?°-qq— Hans Schmoller of Penguin Books Ltd. 

ABCDEFGHIJKLMNOPQRST talking about our series of tracing sheets 

U V WXYLE&Pifive EE which are already, after eighteen months, 
: ‘mune nn 95 available in thirteen faces. Plans for 


continuing the range during the next year 
are well in hand, and are outlined in a 
sere MOMOTTFE TONES BOLD 388 one special folder which can be obtained by 


ee 
RRL GUNN TON RM See CRIA LF ORS 1. 80ND 


See £ J completing and returning the form below. 
SS == ‘Monotype 


(bros ores SesOPORSILY WAN. —— 
panne. 


—— WLM WWPQRSTLY eye eure 


: 
tug  Mphabet Tracing Sheets 


ABC Dee HIS LMNOPQRSTUV IX Y7RE12 234563 7896 
abc detebitkimmupar stave xy: Ahititiee #0 - 


be cmerceuuKLAMNononsTU x Ze:3847 peso: Lrg Rae ere oe 
, eeemmomorr eo gnste © ABCDEFGHISKLMNOPQ nd 
silty RSTUVWXY Z&fiflfffifflae Please send me a copy of your 
— abcdefghijk Imnopqrstu VWXYZ i 
iii iteiiealiaal £1 134 7890.,:;! } 44— AC Order Form, covering the thirteen 


faces now available and those to 
be published during the next year. 


ABCDEFGHIUKLMNOPORSTUVWAVZ8 ABCDEFGHIJKLMNOP 
ABCDEPGHUKLMNOPORSTUVWKY 28 RSTUVWXYZ&fifii Giff 4 


ab deghih furwxyz EE ; 
4 abedelghiinnopyrsteres:fftDhi len 87 abcdef gh BOP leek ee wre 
; ABCDEFGHIJKLMNOPORSTUVWX £123 4. 6, 8 cheat. (f [eek | ADDRESS — —_—_—— 
¥Z.& CEE 1234567890.,::!?-(| : , ' 
abcdefghijklinnopgrstuy# xyz{itifftiitiiac 1 - 
ABCDEFGHIJKLMNOPORSTUVWX Id in sets at a price based on : 
YZ&ACCEE1 234567890," | me : ' The IE Surrey 
ype Comp . . ; 


abcdefghijklmnopgrstuvwxyzfiftififfiew SIXPENCE per sheet 
. plus 6d. per set for packing and postage. 
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CARDBOARD POINT- OF- SALE DISPLAYS 


in QUANTITY 
ano QUALITY 


BY THE SCREEN PRINTING PROCESS 


Screen Process Printing — thanks to 
mechanisation — is able to compete 
successfully with other Printing Pro- 
cesses and with these advantages — 
No expensive Colour Blocks, Dynamic 
colour values, Quick Delivery. 


Raita | 
e° os 
e” QUALITY WINS AGAIN °%, 
© Last year we won Six National Prizes for “e 
@ Technical Merit. This year we won the © 
@ Holstius Cup “‘ for the best example ofa 
©, Multiple Display” and six other 9° 
"ee awards. e* 
* ee” 
®eeceeee® 


% These illustrations 
i ih are actual orders representing 
«« Long Runs’ of Screen Process Printing. 
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ADVERTISER'S WEEKLY 


The Italian market presents British exporters 
with an important challenge: a demand for 
well designed products exists—but the 


competition is fierce 


An international fair of 
big value to UK traders 


AS each year passes the 
number of international 
fairs seem to multiply and we 
are reaching a stage where 
exhibitors are becoming con- 
fused as to where best to use 
their limited budget. This, 
coupled with the present atti- 
tude of our Board of Trade, 
makes it necessary to Consider 
more carefully in terms of 
prestige and hard cash returns, 
the wisdom of entering any 
particular fair. 

One fair, however, bears in- 
spection on all counts—the Milan 
Samples Fair, which recently 
closed its gates on Its 34th year. 
It covers an area of nearly 
500,000 square yards, comprising 
permanent buildings to house 
the 13,500 exhibitors’ stands and 
set pieces. Of this number 
approximately 9,000 Italian and 
4.500 foreign exhibitors’ wares 
were on show, 

With over 900,000 samples 
packed into one show no buyer 
can afford to miss this annual 
event. From as early as Decem- 
ber all accommodation is booked 
within a radius of 10 miles and 
this includes private house accom- 
modation which can be made 
through the special agencies that 
deal with this matter. 

The hours of opening make 
our own fairs appear part-time 


By H. D. WOODWARD 


display manager, Polytechnic Tour:ng Association, Ltd. 


Interior of the spacious motor cycle and motor scooter pavilion at 
the Milan Samples Fair. Something like 900,000 items were on show 
at this event. 


by comparison. The gates 
open at 9 a.m., when a small 
queue has already formed, 
until 12.30 a.m. On Sundays 
and holidays, 8 a.m. to 11.30 
p.m. This is an important time 
for busy buyers who cannot 
get there during the week. 
A unique feature of this event 
is that of the Palace of Nations 
where government bodies can 


Sgt 


Plenty of poster space is made available at the Milan Samples Fair. 


The pillar at right carries advertisements which can be seen from 
far off and from several angles. 


show the life of their nation. The 
design of these exhibits was of 
a very high standard—a standard 
that would certainly tax the 
artistry of our own designers. 
However we did rise to the occa- 
sion, but, alas, the stand of Great 
Britain was the only one closed 
when I made a visit. 


Very wide range 


Of the commercial stands, the 
most impressive featured the 
heavy industries. Here was 
exhibited anything from small 
mechanical hand shovels to huge 
crane and bridge constructions all 
brightly coloured to attract the 
eye of the casual as well as the 
business visitor. At the other end 
of the scale a complete floor was 
given over to the display of 
watches and clocks; here again 
the designs were of the highest 
order but the exhibitors were 
mainly Swiss. 

Nothing used in the home or in 
industry appeared to be absent— 
indeed, there was even a water 
tank with skin divers demonstrat- 
ing underwater diving equipment. 

A few words of advice to 
would-be future exhibitors. 

Make your stand as colourful 
and attractive as possible ; com- 
petition is fierce and a_half- 
hearted attempt would get lost. 


June 29, 1956 


The language spoken by the sales- 
men is Italian but a very good 
interpreter service is available 
free to all buyers. If possible, 
allow enough room on _ your 
stand for customer flow (in some 
cases it was impossible to get near 
the stands). There is no necessity 
to have a private office. I saw 
many deals being made at small 
desks on the stand area. 

The demand for exhibition 
space exceeds the availability, and 
so booking has to be done early. 
This alone gives some indica- 
tion of the popularity of this 
huge undertaking. If ome had 
visited all the stands this year one 
would have walked 40 miles. 

Our exports to Italy have 
dropped in the past year. Unless 
something is done about it, it will 
go on doing so and we will con- 
tinue to lose ground to our com- 
petitors. The demand for well- 
designed products is present in 
Italy—one has only to visit the 
country to see the blocks of 
modern flats and smail villas 
being built to realise the poten- 
tiality. 

Of the 180 United Kingdom 
firms contributing to our official 
stand this year only a few are 
represented in Italy. Their appear- 
ance was a start in what could 
be a big new market for them. 


Easy-to-build 


show counter 


TRANSPORTABLE counter 

unit, designed for use at 
conferences and at some of the 
smaller exhibitions, has been 
built by Lloyds Bank. It can be 
put up and operated within an 
hour. 

The structure is 64 feet long 
and approximately six feet wide, 
with the back and sides rising to 
a height of 54 feet. On the 
counter top is a small cashier's 
desk with a recessed front for 
writing materials and forms. 
Entrance to the cashier's side of 
the counter is by a door in each 
side wall. 

The complete unit is fabricated 
from Warerite veneered board in 
Australian walnut woodprint with 
the decorative and contrasting 
cross banding and kicking strips 
in “Stardust pink.” 


PF) povDS BANK LIMITE 


Warerite veneered board has been 
used to avoid frequent painting. 
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A most important 


development in 
point of sale advertising 


A clean colourful display with changes of design as 

required. y% Security of tenure is guaranteed thus 

eliminating all wastage. * Specially selected sites on 

shops in busy areas where larger space is unobtainable. 

* An advertisement on the space expressly built for the 
shopkeeper’s own display; including a centre panel signwritten 
to the retailer’s instructions. % We welcome your enquiries for 
a national or test campaign using this new outstanding medium. 
Many thousands of sites owned and maintained by us are now 
being successfully used by national advertisers 


acia advertising 


LIMITED 
A BRANCH OF THE ARTHUR MAIDEN ORGANISATION 
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ADVERTISER’S WEEKLY 


For widespread coverage 
of the Dutch market and 
predominating readership 
in the Amsterdam area 


HET PAROOL 


Holland’s leading independent national daily 


Subscribers: 
AMSTERDAM - - 100,000 
REST OF HOLLAND - 50,000 

150,000 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
FLEet Street 2811 


CYPRUS 
MAIL 


The leading Cyprus daily 
for English speaking people. 
Goes by air to Beirut and 
the Persian Gulf. Local 
correspondents. 


‘SAMIR’ 


the new weekly for children 
in Egypt, printed in colour, 
has just informed us of 


P.O. Box 334 29 Oxford St., W |}. 
Nicosia Ger : 0737 


its sales. 
Nett Sales : 
WARNES Ist week oars 
DIRECT MAIL SERVICE ard 57,000 
LONDON’S SPEEDIEST MAi a ° 
SERVICE. In today—out Sea = " vas 
Ask our representative BALh it ” ’ 
to call. Keen quotations | 8191 23 6th ,, 55,200 
Van Collections. , ee 54,100 
WARNES, 10, Station Parade, $.W.12. Specimen copies have now 


reached us and may be seen 
by asking us to send a copy. 


Sole Agents: 
GEORGE YOUNG, 


Overseas Publicity & 
Service Agency Ltd., 


29 Oxford Street, W.1. 
GERrard 0737 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


that— 


Those active in the exporting of 
goods to Holland are warned 
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Aggressive sales drives 


characterise 


this market 


By a SPECIAL CORRESPONDENT 


r[HE outstanding impression 


of the retail scene in 
Holland for the visitor from 
this country is its intensely 


| competitive nature. This is 


particularly so in the grocery 
trade, where the many varied 
and enterprising sales promo- 
tion schemes testify to the 
attempts made to attract the 
Dutch housewife into a shop. 
Certainly the aggressive nature 


| of these sales campaigns would 
surprise a post-war 


British 


housewife and should un- 


| doubtedly be borne in mind by 


the British manufacturer sell- 
ing—or intending to sell—to 


| the Dutch market. 


A feature of the Dutch grocery 
trade is its systematic advertising 
in the local and national press. 
In addition, most food retailers 
publish their own four or eight 
page “newspaper” which appears 
fortnightly or monthly and is dis- 
tributed by hand to the houses in 
the neighbourhood of their shop. 

Extensive advertising, and the 
publication of a newspaper are 
by no means confined to the large 


| multiple organisation and co- 
| Operative 


society; groups of 


| small retailers organised either 


} 
| 
| 


together through wholesalers 


Agency opens 


70803 OW 
HOLLAND 


into voluntary chains, or into 
retail buying groups, also take 
advertising space and _ publish 
their own newspapers. These are 
of a very high standard, and the 
services of advertising agents are 
normally employed. 


The basis of most sales pro- 
motion efforts in the food trade 
is the giving of stamps as a rebate 
on purchases made by the 
customer. On merchandise 
covered by resale price mainten- 
ance the grocer is permitted to 
give stamps up to the value of 
two per cent. On non-branded 
articles a rebate of as much as 
10 per cent is often given. The 
housewife is provided with a 
card on which to affix her stamps 
and when this has been com- 
pleted, she can exchange the 
stamps for cash. This system is 
very widespread in Holland, and 
appears to be extremely popular 
with the shopper. 


Other forms of sales promo- 


@ Continued on page 43 


new premises 


Described as a “marriage between the decorative and the functional” 
| the new offices of the Smit’s advertising agency are located in the 


heart of Amsterdam. 


Showers and a sun terrace have been installed 
for the staff. 


PCC“C;sSSSSCis 42 a ) 
, 
a = 
| 
i 
ee 
ee 
e _— 
ee 
| | | 
eo OR , 
EE * : 
a Sh 
i mneiated ale S a 
S, 
STS 
Shy, —— 
: —, = eS 
i” 4A , | —_ re 
| es: 
v_ a FOLD. f{— 
Be 4 *  —— 
= ; ‘ Fe ese Aro R : 
* i r | 
i . a rad yi + hy ly 
Moat - He r - at > 
| , o "J “ ‘ = _ ”% : i 4 = y e 
OPE ie ae me Slit a t : 
? | 
. | pe 


JuNE 29, 1956 


43 


Save-as-you-buy schemes 


appeal to the Dutch 


tion are the development of a 
profit-sharing scheme by a 
multiple firm, free gifts after a 
certain amount has been spent 
with a shop, weekly competitions 
for children, etc. These are all 
in addition to the advertisement 
of continual “special offers.” 

It is a widely held belief in 
Holland that the Dutch house- 
wife is not so price-conscious 
as formerly and prefers these 
more indirect methods of 
saving. She certainly has a 
wide variety of schemes from 
which to choose. 

Competition in the retail trade 
is perhaps surprising in view of 
the fact that the number of shops 
has decreased considerably since 
the war, although the population 
of the country has increased by 
20 per cent. Whereas in 1938, 
for example, there were approxi- 
mately 34,000 grocery shops, 
there are today only 20,000. On 
the other hand, the population 
has risen from nine million to 
11 million. 


Need of examination 


It should perhaps be noted that 
this decrease in the number of 
shops has been artificially 
brought about by a law of 1938 
which made it conditional on 
opening a shop that the retailer 
should pass an examination in the 
commodities of the trade he 
wished to enter--and in book- 
keeping. He also had to prove to 
the satisfaction of the local 
Chamber of Commerce that he 
had sufficient finance to open a 
shop. 

Not perhaps unnaturally in an 
era of full employment such as 
obtains in Holland, many pros- 
pective shopkeepers have been 
unwilling to sit for this examina- 
tion (which involves three years 
of part-time study), so that as 
existing shopkeepers retired or 
died their businesses have ceased 
to exist. 


Self-service brake 


It is also relevant to mention 
that this pre-war law originally 
designed to prevent over-compe- 
tition, is at the present moment 
proving an effective handicap to 
the introduction and rapid de- 
velopment of self-service. For 
each branch of trade which an 
individual wishes to enter he 
must pass the appropriate 
examination in those particular 
commodity subjects. Thus a self- 
service shop which sold meat and 
greengroceries as well as gro- 


ceries would need a qualified 
manager for each of these 
sections. 


There are, however, today 320 
self-service shops in Holland, the 
great majority of which belong 


to multiple organisations. Inde- 
pendent grocers are also convert- 
ing their premises, where prac- 
ticable, to self-service, and seem 
to be deterred less by reasons of 
finance than by the small area of 
their premises. It seems likely 
that the bulk of Dutch grocers’ 
shops will ultimately adopt some 
form of semi-self-service. 

It is also anticipated that 
should self-service become 
more prevalent in Holland 
there will be a proportionate 


increase in the importance of © 


nationally advertised branded 

merchandise. 

In Holland, advertising on 
either the radio or television is 
prohibited and there are no news- 
papers published on Sunday. 


Delivery of dailies 


Contrary to the practice in 
many countries, street sales of 
newspapers and magazines are 
negligible, because practically all 
households subscribe to a daily 
newspaper which is delivered and 
many subscribe to magazines, 
which are also delivered. Only 
some morning papers have street 
sales and these amount at the 
most to 10 per cent of their total 
circulation. 

There afe 65 publishers of daily 
newspapers in the country and 
they publish 105 newspapers. 
having a total circulation of 
2,770,000 copies. Of these, 36 per 
cent are published in the morning 
and 64 per cent in the evening. 


In addition, four important 
women’s magazines can claim 
1,415,000 subscribers between 


them, four important illustrated 
papers have a total of 729,000 
subscribers, five radio programme 
magazines can boast 1,434,000 
subscribers, while there are seven 
important weekly papers with a 
total list of subscribers of 
278,000. 
* * * 

THE NEW Amsterdam premises 
into which the Smit’s advertising 
agency have recently moved are 
ultra-modern as to design and 
facilities. Every staff member 
has an average of 189 square 
feet of floor space, and showers 
and a sun terrace have been in- 
corporated. In the basement 
there is plenty of room left for 
the expansion of activities, and 
the hope is, in the near future, 
to install a permanent exhibition 


room for point-of-sale and 
window display material. Smit's 
accounts include such major 
companies as KLM (home 


market and international), Maggi, 
Persil, Colgate - Palmolive, 
Philips - Roxane, Heineken’s 
Beer, Hunter Douglas (inter- 
national), Pond’s, Parker, Bur- 


rough’s, Giitermann, and Nino- 
flex. 


ADVERTISER'S WEEKLY 
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coverage of a national market in one single medium. 
283,859 families out of 
a total of 2,793,450 subscribe to Holland's largest daily. 


Het Vrije Volk 


For all information > 


— 


14, Dover Street, London, W.! 
Mayfair 8615 
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* The most widely read and influential - 
journal in the field of textiles 


MMOTT ©. LTD., 31 KING STREET WEST. MANCHESTER 3 
: one F. SO TEMPLE CHAMBERS. TEMPLE AVENUF EC 4 


v.11 


LONDON | OFFICE 


May we remind you that 


STUDIO LISA’S 
PHOTOGRAPHIC LIBRARY 


probably have the very photograph 
you are looking for at this moment. 


Large stock of colour transparencies 


STUDIO LISA, 
Grape Street, W.C.2. 
Tem Bar 4606/7. 
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WHY WAIT TILL SEPTEMBER ?. . 
ABC’ SUMMER BONUS 


raises summer TV value by 
647% in JUNE, JULY & AUGUST 


* BBC VIEWING PERCENTAGES 
IN 1953, 1954 AND 1955 


* * ESTIMATED GROWTH OF ABC TELEVISION AUDIENCES 
THE MIDLANDS LANCASHIRE 


Average Daytime Average Evening " ' ' : 
org oer os JUNE’ IstIJULY Ist}AUG. Ist|SEPT. Ist JUNE Ist}JULY Ist}AUG. Ist]SEPT. Ist 
1st Quart. 1953 10.2 41.6 S00 500 
ee 9.8 35.9 480 
“—_. fe 88 38.9 475 __* 475 
So x 9.9 41.7 450 > 465 450 
430 435 
1st Quart. 1954 9.9 41.7 425 4 4425 sa — 
2nd ” ” 10.2 38.7 400 400 
— — “i 
ao « 8.7 36.9 585 3 
375 S| |szs_ 7 2 
4th, ts 9.7 41.6 = iP 
350 S] }sso ~~ S| 
1st Quart. 1955 10.0 43.8 3 $ 
= 
2nd, ” 7.6 36.1 525 = 525. =~ 
300 3 300 3. 
- _ 


* Figures taken from a BBC paper read to the Royal * * Based on official TAM figures for June 1st plus ABC estimate of outer zone reception 
Statistical Society on the 18th of April not yet measured by TAM 


UR 100% summer bonus scheme offers * In the summer evenings of 1953 and 1954, viewing fell by 
only 124%, and the fall ini 1955, an exceptionally fine summer, 


was less than 18%. These 
above normal level in viewers reached per £1 figures together with steady 


television advertisers at least 64% increase 


invested. We offer our clients bonus time spots growth of the ABC network 
audience support ABC’s es- 
timate of the small viewing 
transmissions during June, July and August. losses expected in 1956—18% 


to the equivalent value of their commercial 


ee 
P | 
| 
Vs, Uda J 
i 
5 PROGRAMME CONTRACTORS FOR THE MIDLANDS AND NORTHERN NETWORK SATURDAYS & SUNDAYS - 
3 
de \ . , ee ee - = 7 , ath 8 ee 7 ° ul i ¥ ea 
sea ae we 9 a ee Ea” a Se Oe 
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.»» AND UNTIL JANUARY 1*, 1957 
ABG OFFER ALL TV ADVERTISERS 
TWO AREAS FOR ONE 


For the cost of covering LANCASHIRE 


and 1; million viewers ES 


} 


you cover...... 


‘ith 


= * YORKSHIRE) 


wn mM mt bi 


* This applies 2. all ABC segments with the ex 
ception of “F’ and “G" time which will be 
charged at ie full network rate when the York- 
shire station opens. 


DON'T MISS THESE SUMMER AND AUTUMN OPPORTUNITIES — 
CONTACT ABC TODAY 


ABC TELEVISION LTD 
ADVERTISEMENT DEPARTMENTS 
LONDON : Pathe House, 133 Oxford Street, W.1. Telephone No: GERrard 7808 


BIRMINGHAM : The Television canine, Aston, Birmingham. Telephone No: Aston Cross 3091 Ext. 9 
MANCHESTER : The Apollo Cinema, Ardwick Green, Manchester. Telephone No : Ardwick: 5641 
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ADVERTISING CASE HISTORY—9! 


[HE problem was to intro- 

duce a new tablet for the 
treatment of inflammatory 
throat conditions. 

It was a difficult operation be- 
cause the teaching hospitals have 
not recognised tablets for the 
treatment of streptococcal or 
staphylococcal throats. The task 
facing the advertising agency, 
Wilson Advertising Ltd., was to 
break down years of teaching 
and to introduce a new method 
of treating inflammatory throatal 
conditions. 

It was realis¢d that the peni- 
cillin treatment of these condi- 
tions had caused the medical pro- 
fession some consternation be- 
cause penicillin in itself breeds 
strains of penicillin resistant 
germs. And that suggested the 
method of campaign attack: a 
comparison between the product 
to be launched, Procidets, and 
penicillin used in similar quanti- 


How doctors were told about 


a new throat treatment 


ties and in the treatment of 
similar infections. 

A leaflet was therefore pre- 
pared which set out the situation 
and made prominent use of 
graphs and photographs showing 
the comparative effect on oral 
corm of Procidets and peni- 
cillin. 


Special front page 


To catch the immediate atten- 
tion of doctors when they opened 
the morning’s post, the agency 
used an unusual technique in the 
production of the front page of 
the leaflet, combined with the 
medical term “strep throat.” As 
the agency has explained, “We 
imagined (and subsequent results 
show that we were not so wrong) 
that this rather startling treatment 
would in fact stir the practi- 
tioner’s imagination sufficiently to 
make him read our story. 


This was the front 
cover design for 
the leaflet sent out 
in the  Procidets 
campaign. The 
long arrow be- 
tween “strep” and 
“throat” and some 
of the other arrows 
were in red. The 
background was 
heavy black. 


“We thought that if the cover 
design was sufficiently attractive 
the doctor would read the story 
but we also appreciated that the 
doctor’s time was very strictly 
limited, and we, therefore, used 
this photographic technique to 
tell our story rather in terms of 
pictures than in terms of copy- 
matter.” 

The inside of the leaflet— 
which was a three-fold affair— 
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frankly told on the left-hand page 
the story of Procidets, while on 
the right-hand page, against a 
solid red background, the com- 
parison between the product and 
penicillin was presented. 


The campaign, which was 
launched in this direct mail 
manner, is being followed up with 
sample offers, by representatives 
calling on doctors, and the back- 
ing of bacteriologists. 


@ Masters of Display 


Head Office & Works. 
Commercial Road, 
Gloucester. 

Tel: Gloucester 22281 /4 


Birmingham Factory. 
70 Caroline Street, 
Birmingham, 3. 

Tel: CENtral 1941. 


Birmingham Main Offices. 
Daimler House, 
Paradise Street, 
Birmingham, |. 
Tel: MiDiand 0528. 


Cheltenham Factory. 
Chester Walk, 

St. Georges Place, 
Cheltenham. 

Tel: Cheltenham 3580. 


London Offices. 
22 Buckingham Street, 
London, W.C.2. 

Tel: TRAfalgar 4277/8. 


Manchester Offices. 
Victoria Buildings, 

32 Deansgate, 
Manchester, 3. 

Tel: BLAckfriars 3851. 


Cardiff Offices. 
89 Newport Road, 
Cardiff. 

Tel: Cardiff 29316. 
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The GUARANTEED Print Order 
for the September (FARNBOROUGH) 
Issue of 


HOVAL Ann nen 


Flying 


REVIEW 


140.000 


No increase in space rates— still only £80 
per page. 

Copies will be on sale on bookstalls 
throughout the country—within all units 
of the R.A.F. and at Farnborough 

during the show. 


MAKE YOUR SPACE RESERVATION NOW! 


ROYAL AIR FORCE 


FLYING Review 


MERCURY HOUSE, 109-1I9 WATERLOO ROAD, LONDON, S.E.! 
Phone: WATERLOO 3388 (20 lines) 
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More Gopies for less Money 


Olives ‘COPYCLEAR’ Duplicator paper has been specially 
developed to reduce duplicating costs. It gives clean, clear 
reproduction with minimum wastage on duplicators of all 
makes. *COPYCLEAR’ 
attractive tints. 


is available in white and five 


You can cut your duplicat- 
ing costs by using Olives’ 
‘COPYCLEAR’ Duplicator. 


COPYCLEAR 


can be supplied through all the 
principal Wholesale Stationers and 
Paper Merchants. Write today for a 
complete range of samples to:— 


OLIVES PAPER MILL CO. LTD., WOOLFOLD PAPER MILLS, 


TAS/OM 


WOOLFOLD, BURY, 


LANCASHIRE. 


AD MAN’S BOOKSHELF 


June 29, 1956 


A new volume has appeared 


which must interest every 


PR man 


Kight experts state the 
case for public relations 


HE alarums and excursions 
which have already acted 
as a prelude to the beginning 


| of the automation age form a 


topical background for a new 
book ‘on public relations.* 
Well known as a _ prolific 
writer on this and kindred sub 
jects in the United States, Ed- 
ward Bernays edits and contri- 
butes to the volume which has 
been based on the findings of 
eight experts in the public rela- 
tions field. Each has taken an 
aspect of the subject, analysed it 


| and discussed the problems in- 


| volved 


and the title is intended 


| to suggest the similarity in ap- 


proach and methods between 
those of the engineering profes- 


sions and of social scientists. 


The book sets out to examine 


| the subject from a broad view- 


point. It considers what it is, 


| what relation it has to society, 
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Study these A.B.C. Net Sales Figures, 
for since 1951 the H.C.N. Group sales 
have increased by over 20,000 copies 
weekly !! 


1951 122,795 

1952 126,763 

1953 129,229 

1954 _ (132,860 
1955 


142,655 


Trade flat rate 55/- per s/c inch 


HOME COUNTIES 
NEWSPAPERS GROUP 
WILL KITCHEN, Jor. LTD. 


131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON Phone 5050 


Advertisement Manager C. W. Gilder. 


“The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 


of any Newspaper 
in the 


SOUTH OF 
SCOTLAND 


and the LOWEST rate 
per inch per 1000 copies. 
It is the only Newspaper 
printed and _ published in 
DUMFRIES. 
Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 
ABC Weekly Circulation 
35,539 


HEAD OFFICE: 

133 High Street, Dumfries. 
Telephone 19. 

BRANCH OFFICE: 

Castle Street, Kirkcudbright. 
Telephone 145. 

LONDON OFFICE : 

E. Greenwood, Ltd., 231-2 


Strand, W.C. 
Telephone, City 5906-8 


how it approaches a problem, 
how that approach is made. The 
editor goes on to suggest that 
most problems can be handled 
effectively by observing the fol- 
lowing rules: 
® Define your objectives 
@ Research your public 
® Modify your objectives to 
reach goals that research 
shows are attainable 


* The Engineering of Consent, edited 
by Edward L. Bernays and published by 
University of Oklahoma Press, price 
$3.75 


@ Decide on your strategy 


@ Set up your themes, symbols 
and appeals 


@ Blue print an effective or- 
ganisation to carry on 
activity 

@Charter your plan for both 
timings and tactics 

® Carry out your tactics 


Each of these aspects is dis 
cussed in turn by an expert. En 
gineering, comments the editor, 
implies planning: “By planning, 
and only by planning, can we 
avoid the segmental approach . . . 
the problem is not to get articles 
into a newspaper or obtain radio 
time or arrange for a motion pic 
ture newsreel. It is, rather, to set 
in motion a broad activity, the 
success of which depends on 
interlocking all phases’ and 
elements of the proposed strategy, 
implemented by tactics that are 
timed to the moment of maximum 
effectiveness. 

“The proof of effectiveness in 
public relations is the ultimate 
attainment of the objective. 
Which of all the elements 
research, strategy, formation of 
objectives, themes, organisation, 
planning, tactics—is the most 
vital to this success is impossible 
to say. They work as a team.” 

An associate of the Bernays 
firm, H. W. Cutler, opens the 


@ Continued on opposite page 


This convertible display unit for Pakistan International Airlines has 


been designed by W. R. Szomanski. 
& Co., Ltd. 


Contractor was G. F. Reynolds 
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A volume of ideas for 
the PR practitioner 


batting for the team by writing on 
“Objectives.” He suggests that 
the objective must be based on 
“due consideration of the pre- 
judices, preconceived attitudes, 
apathies and ignorance of the 
several publics whose co-opera- 
tion is essential,” and then defines 
what some of these publics are. 

To illustrate his ideas on the 
subject, the writer takes a hypo- 
thetical case involving an old- 
established manufacturing con- 
cern which has been sold to new 
interests and discusses the prob- 
lems which might affect public 
relations and the short and long- 
term objectives which might lie 
ahead. 


Practical observations 


The chapter on research con- 
tains some sensible and practical 
observations on sampling 
methods, questionnaire construc- 
tion, field work and tabulation, 
with some useful hints on the 
selection of suitable research 
practitioners. Reference is made 
to the research code of standards 
laid down by the Advertising 
Research Foundation, to which 
the author adds a standard of his 
own. “. . . 1 believe that the 
overriding criterion in _ public 
opinion research, as in any other 
form of scientific research, should 
be its reproducibility. . . . 1 am 
strongly inclined to discount any 
research findings presented to me 
which do not fully reveal the 
methods used to obtain them and 
in such a way that I could re- 
produce the study with no impor- 
tant differences in method.” 

The director of promotion for 
Time magazine, Nicholas 
Samstag, writes interestingly on 
strategy and illustrates his ideas 
with many colourful examples. 
What he ealls the strategy of 
personalisation, for instance, he 
illustrates with the example of 
the Borden company’s famous 
“Elsie, the Cow”—an instance of 
an invented trade animal becom- 
ing a great promotional force. 


Together, Mrs. Bernays and 
H. W. Cutler, present a useful 
chapter on themes and motiva- 
tion, the choice of themes and 
the use of symbols. The 
examples quoted in the section 
on “Organisation for Public Rela- 
tions” are American in context 
but have a more general applica- 
tion, and the concluding parts on 
planning and tactics contain 
much useful advice. 

It is a pity that writers on pro- 
fessional subjects who are not, 
in general, themselves profes- 
sional writers love semi-technical 
jargon more than they do good, 
plain English. Their writing in 
consequence loses something in 
lucidity ; moreover, there is no 
real justification for the use of 
such terms as “personalisation” 
or “basic social unit’—why not 
say “the family” and have done 
with it? 

Nevertheless, this book repre- 
sents an intelligent and coherent 
approach to the subject. It con- 
tains a number of useful ideas 
and a variety of examples culled 
from experience which make it 
a worthwhile addition to the 
bookshelves of the professional 
public relations man and indeed, 
of all those who are skilled, or 
wish to be skilled, in the use of 
communication tools. 


How to be happy 


Turn on the Green Lights in Your 
Life, by Robert E. Moore and Maxwell 
|. Schultz (The World's Work (1913) 
Ltd., 16s.) 


EARLY ON, this book announces, 
“You were born to be happy. 
You can make your life pretty 
much what you want it to be. 
Do you want more friends, more 
success, more money, a happier 
home, better health, more fun? 
You can have anything you want 
if you know how to control your 
inner power.” 

Thence, it goes on to provide 
“positive ways” to love one’s job, 
love people, and love God.—w.H. 


a qrou | 
influential Sa 


A.B.C. NET SALES 


120.911 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., ECA. 


How much space do you waste in stationery storage ? 
Have you rooms filled with old catalogues and out of date 
forms? The Rotaprint method of printing enables you to 
print smaller quantities at one time thus minimising the risk 
of accumulating obsolete print. This is because repeat runs 
are so economical and jobs may be stored on thin metal 
plates in the minimum of space. 

JUST THINK OF THE CONVENIENCE of printing office 
and accounts forms—booklets, catalogues and folders. The 
latter with a quality of reproduction that will make the 
sales staff really sit up and take notice. 

The coupon below is for your convenience and involves 
you in no obligation at all. 


small offset 


Lié 
ENQUIRY FORM 


Please send, without obligation, printed specimens and full details of Rotaprint. 
NAME 
CEPT. 


Fin this Enquiry Form to your letterheading and post to 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.9. 
Tel: COLindale 8822 (12 lines) 
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x Eastern Daily Press 


DOWN ON THE 


FARM DAILY TO 
11,000 FARMERS 


A.B.C. FIGURES : 


* 1953 — 51,497 
*% 1954 —- 52,582 


* 1955—55,675 
Rate: | 7/6 s.¢.i 


SPECIAL FARMING PAGES 
EVERY WEDNESDAY AND SATURDAY 


The rich, productive acres of East Anglia have once again contributed a 
valuable share of the essential food supplies of the nation—much of the 


Farmers in Norfolk and North Suffolk — seed, stock, feeding stuffs, implements, and even the land itself, will have 
: been bought as a result of advertisements seen in the ‘‘ Eastern Daily Press.” 
i rely on the market reports and advance The confidence of the farming community in their daily mewspaper is 
agricultural information given in the reflected in the steadily rising circulation, and certainly no agricultural 
: campaign can be complete unless the “ Eastern Daily Press” is included in 
_™ Eastern Daily Press.” Tie adver = 3 ~ 
ising is studied a: closely as the RATE CARDS AND SPECIMEN COPIES FROM 
_ oditoriats. NORFOLK NEWS COMPANY LIMITED 


LONDON STREET. NORWICH 151 FLEET STREET, LONDON, €E.C.4 
Telephone : Norwich 23231 @ Telephone : Fleet Street 9355 (3 lines) 
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In this report the ‘Advertiser’s Weekly’ 
Market Research Team highlight— 


A sure market with rising 


standards of living 


fb Nygpene opening weeks of full 
summer are, of all times 
of the year, perhaps the most 
convenient for a report on the 
agricultural industry. At 
this time, in addition to the 
results of the previous season 
being available, the conclu- 
sions arrived at in the annual 
discussions between the farmers 
and the government are pub- 
lished. 

In accordance with section two 
of the Agricultural Act of 1947, 
an annual review of the economic 
conditions and prospects of the 
industry takes place—in the light 
of which the guarantees for live- 
stock and livestock products for 
the current season are deter- 
mined, together with those for 
crops from the harvest of the 
following year. . 

The art of forecasting, 
whether by the tipster on the 
course at the Epsom Derby 
meeting, or by the trained 
economist helped by a multi- 
plicity of statistical tables, 
cannot by any stretching of 
the meaning of words be 
regarded as an exact science. 
For to the known deficiencies 
in other fields, there exists, so 
far as agricultural production 
is concerned, the additional im- 
ponderable of the weather. 
The miserable weather of the 

summer of 1954, which con- 


Aggregate Net Farming Income 


in the United Kingdom 
(£ million) 


Years beginning June 1 
| 


Years beginning June 1 


1954-5 ... ... | 
1955-6 (forecast)... | 
| 


‘Source: Command 9721. 


tinued to delay farming opera- 
tions throughout the autumn, 
resulted in a decrease in winter 
ploughing and in the sowing of 
winter wheat; and the acreage of 
root crops was reduced by the 
bad weather at planting time and 
the uncertainty of finding the 
labour necessary for gathering 
the crop. 

An accompanying table shows 
the =~ of crops in the 
United ingdom during last 
season, together with those for 
revious seasons and a forecast 
or 1955-56. 

The fall in acreages was 
reflected in the production of 
crops, which are shown in 

table. 


Taken in conjunction with the 
production of livestock products, 
agricultural net output for the 
year 1955-56 has been forecast at 
the revised index for last year and 
amounts to 55 per cent above 
pre-war. 


The growth in the volume of 
agricultural net output in the 
United Kingdom, which last 
season was seriously affected by 
the weather, is shown in the 
1955-56 forecast to have reached 
a level equal to that for 1953-54, 
the highest previously recorded. 

This growth, with the pre-war 
average = 100, can be illustrated 
by the table below. 

The results shown in this table 
represent a magnificent achieve- 
ment by any standards, and the 
recovery has been attained by 
record yields of cereal crops, an 
improved hay harvest, and a con- 
tinuing upward trend in the out- 
put of milk and eggs, a situation 
to which the good weather of 
1955 made a marked contribu- 
tion. In addition, breeding for 
production of beef, mutton and 
lamb continues to expand. 


Progress in 


mechanisation 


EFERENCE was made in 
A Review of Productivity 
in Farming, by the British Pro- 
ductivity Council, to the ready 
acceptance of mechanisation 
by British farmers, and the 
official estimate for 1955-56 
shows an expenditure of £2034 
million on machinery as com- 
pared with £192 million in 
1954-55 and £1884 million in 
1953-54. 
These figures illustrate the 
value of the investment in 


@ Continued on page 52 


Growth of net agricultural output 
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Picture by Farm Mechanization 


Only by a rapid and thorough mechanization of Britain's farms has 


the fall of manpower been countered. 


Extensive electrification has 


also taken place. 


machinery which has resulted in 
an estimated 25,000 combine har- 
vesters being used in the harvest- 
ing last year in England and 
Wales by comparison with 21,000 
in® use in early 1954, 16,000 in 
early 1952 and only 5,000 in early 
1948. 

The number of tractors has 
also increased tremendously, and 
it has been estimated that some 


400,000 were in use in 1955 in 
the UK, while the number of 
milking machines in use in 
England and Wales has increased 
steadily from 48,000 in early 
1948 to 81,000 in early 1952, 


| 91,000 a year later, and probably 


Mixed corn 76 
Potatoes 4.873 10,166 
Sugar beet & mY 3 


some 100,000 in 1955, 


Effect of season 


The level of net income in 
1954-55, which declined from the 
level of the previous year, also 
reflected the bad conditions of 
the season, but on the basis of 
the forecast for 1955-56, total net 
income should rise again. Figures 
showing the changes are quoted 
in an accompanying table. 

In this year’s Annual Review 
and Determination of Guarantees 
White Paper the production 
policy, to which the guarantees 
are designed to give effect, has 
been outlined with the import- 
ance of helping the balance of 
payments very much in mind. 

The objective of production 
policy is described as remaining 
the most that can be produced 
economically and efficiently in 
accordance with market require- 
ments, steadily increasing tech- 


nical efficiency and diminishing 
unit cost. Greater emphasis than 
before has been placed on the 
substitution of hdme-grown pro- 
ducts (mainly grass and other 
feeding stuffs) for imports, and 
on economies in the use of im- 
ported materials. 

The carrying out of the policy 
calls for: 

@ Maintaining a large arable 
area, with emphasis on food 
crops that can he used to re- 
place imports, on temporary 
grass and on improving crop 
yields 
@ Improving the standards of 
our temporary and permanent 
grass and our techniques for 
conservation, and encouraging 
the increased use of grass in 
the production of beef, mutton 
and milk 

@ Using feed to the best advan- 

tage by economy and skill in 

our feeding methods. 

As regards the end-products, 
the aim of current production 
should be a continuing long-term 
expansion in the production of 
beef, mutton and lamb; a lower 
level in output of pig meat than 
the peak of 1954-55; and a con- 
tinuing trend of relatively small 
increases in the output of milk 
and eggs. 

A large arable area should be 
maintained which will need to in- 
clude a-large tillage area, but the 
emphasis should be more on feed 
crops (barley and oats, other feed 
crops and on high quality leys), 
and on improving crop yields. 

@ Continued on page 53 


Crop Production in the United Kingdom 


(°000 tons) 


Pre-war omen 
average 
1946-7 
Wheat 1,651 1,967 
ye 3 


Years beginning June 1 


1952-3 


1955-6 
| (foreca st) 


1953-4 1954-5 
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Crop Acreages in the United Kingdom 
(°000 acres) 


Pre-war 
average 


1946-7 


Mixed corn 
Potatoes 
Sugar beet 
All tillage 


Source : 


The industry is asked to concen- 
trate on reducing unit costs of 
production, meeting consumer 
choice and raising quality. 

In fact, the total cost of the 
Exchequer support given to 
agriculture has been less dur- 
ing the current fiscal year than 
it was in 1954-55—partly due 
to the industry’s success in im- 
proving quality and respond- 
ing to consumer choice in ways 
that have helped during the 
recent past to improve returns 
from the market for some 
products. 

The effect of the determination 
of guarantees in the current 
review is to increase the value of 
them to farmers by £25 million, 
although the actual cost to the 
Exchequer will depend on the 
future trend of market prices and 
on the volume and kind of output. 


MATER ANGLIAE 


PATER AGRICOLAE 


Where cultivation has been 


the main industry since the 
days of Caesar, cultivate the 
weekly journal which has 
served the farmers of Kent 
for nearly 250 years. 


KENTISH GAZETTE 


== CANTERBURY == 


London Rep. 
L. A. CADE, 143, FLEET STREET. 


Fleet Street 6692. 


Years beginning June I 


1955-6 
(forecast) 


1952-3 1953-4 1954-5 


12,261 


Command 9721. 


The increase is £3 million less 
than the corresponding advance 
a year ago and may be compared 
with an estimated increase in 
costs to the industry for the 
Review products of £35 million. 
In other words, the farming in- 
dustry is expected to bear a 


®@ Continued on page 54 


Where to meet 
the farmer’s 


wife 


GRICULTURAL _ shows 
can be relied on to 
provide a public. It may be 
commercial in the stands, 
equine in the rings and enclo- 
sure, bovine in adjacent rings 
or just plain sightseers, but 
one thing is certain—they will 
attend. 


For that reason alone all the 
sweat and tears in preparing for 
them is worth while, doubly so 
if, when the show is ready, 
experts are at hand to answer 
queries in the language of the 
show—farmers’ language. 

One disadvantage of agricul- 
tural show grounds is that few 
of them are permanent, so they 
have to close at dusk. Whereas 
at the permanent show ground at 
Moor Park on the fringe of 
Sydney of the Royal Agricul- 
tural Society of New South 
Wales, the main arena is lit by 
towers of lamps, and 45,000 
people can watch the equestrian 
events and special displays. As 
a matter of interest, because it 
has been found impossible to 
extend this show-ground out- 
wards it is being built upwards. 
One of the first moves in this 
direction is a dual-storey build- 
ing to house a £1,000,000 exhibi- 
tion of French merchandise. 

A point not to be forgotten is 
that it was the farmer's wife who 
invented the kitchen dresser. 
With the spread of rural ameni- 
ties, the farmer's wife is now in 
a position to modernise her sec- 
tion of the farm, and speedily she 
is doing it. Many manufac- 
turers are finding it of great ad- 
vantage to divide their stands into 
two sections: one for agricul- 
tural products and implements, 
the other for farm house equip- 
ment. 


-ADVERTISER’S WEEKLY 


PRESTON GUARDIAN 


PULLS 
LIKE A PERCHERON! 


. responsible for 95% of all poultry sales in Lan- 
cashire “. So said one of our advertisers when renewing 
his advertising but then this is only to be expected when 
it is remembered that the Preston Guardian is primarily 
produced for the farmers of the North West. 


poultry but all branches of Agriculture regularly make 


Not only 


up the principal editorial content of a normal week's 
issue. In addition the interests of the farmers’ wives 
and families are well covered, so that the Preston 
Guardian is assured of a ready welcome in any farm- 
stead in Lancashire and the North West. 


FOR RESULTS — USE THE 


Preston Guardian 


2 Salisbury Sq., E.C.4 and Fishergate, Preston 
PROVINCIAL NEWSPAPERS LIMITED 


LINCOLNSHIRE 
STANDARD 


Series 
gives intensive coverage of 
the agricultural community in 


LINCOLNSHIRE 


England's Second Largest County 
Certified Weekly Net Sale 


asc. 50,900 ac 


the largest net sale of any Lincolnshire Weekly 


FLAT RATE 
20’- n 


Be Sure your Advertisements appear regularly 


Head Office: London Office: 
12 WIDE BARCATE, 69 FLEET STREET, 
BOSTON. E.C.4. 
Phones: Boston 2291-2-3. @ Fleet St. 5453 


3 iz a A _ SS “ae * Le . = Tse _ i> — a aa . i ii). _ 

PF 53 ee 
ee La es See cee) ae 
; | 

| 
, AE: WEST | ee 
ae eee eee 
_ 
. Wheat : 1,856 2,062 2,030 | 2,217 2,457 1,949 } 
Rye 16 55 56 68 44 19 
, Barley wal ; : 929 2,211 2,281 2,226 2,063 2,296 
’ Oats ; : 2,403 | 3,567 2,882 2,840 2,588 2.580 | 
' 97 | 458 838 804 602 464 | 
f 723 1,423 990 985 945 874 
| ; 335 436 408 415 437 424 
H ‘ 8,907 | 13,300 | 12,304 11,832 11,302 
: j 
é a a 
| 
a | 
7 
} 
—— 
. a tt ee 
ag 
“% 
nie! 
| Neale ts 
Uri Fa 
) ) | ee 
| i 
ty? Ki 
= a 
r hy al de 
ee \. 
‘ . t 
) 2 at Po 
ee 
PS = 
es ee ————— e 
a re os _——s oo 


ADVERTISER’S WEEKLY 


N©) sso, 


YORKSHIRE 
AGRICULTURAL REVIEW 
OCTOBER 1956 


Produced in association with the N.F.U., these 
renowned Agricultural Reviews have been published 
each Spring and Autumn for the last four years. 
Consisting of a separate Supplement of 8 fuil pages, 
they are regarded as the premier Agricultural 
Newspaper Supplements in Yorkshire. 


The 10th will be published in October— 


NOTE IT—NOW! 


“evenixc IWEWS 
EVENING 
2 Salisbury Sq., E.C.4. Trinity St., Leeds, 1. 


PROVINCIAL NEWSPAPERS LTD. 


FOR 
COUNTY 


and 


AGRICULTURAL 
NEWS 


always the 


KENTISH 
EXPRESS 


Head Office : 
94 High Street, Ashford, Kent 
Telephone : | 184-6 
London Office : 
L. G. Watkins, 143 Fleet Street, E.C.4. 
Telephone : FLEet St. 4481 
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Agricultural shows 
offer exc ellent 
opportunities of 
reaching a_ wide 
rural market. In 
this case a manu- 
facturer used a 
camel to help 
attract attention to 
his product. 


| considerable part of the increased 
| cost of wages, feeding stuffs and 
_ other things, out of increased 
| efficiency. 
| Agricultural wages have been 
uplifted to a weekly minimum of 
| £6 15s., which is paid for a week 
| of 47 hours. However, actual 
| earnings are higher, and figures 
| published for April, 1955, show 
; average earnings to have been 
| about £7 10s. for a week of 52 
| hours, rising to an average of 
£8 Ss. 3d. over the six months to 
| September, 1953. 

The figure is, of course, the 
average, and while some earnings 
may be higher (and if is true that 
many farmers pay a lot more) 
others are lower. In manufac- 
turing industry the industrial 
workers’ wages are much higher 
for a shorter working week, and 
average earnings for males, 21 
years and over, in April 1955, 
were £10 17s. 5d. for an average 
of 49 hours, and in October 
£11 2s. 11d. for 48} hours. 


Decline of manpower 


The figures presented in 
another table show how serious 
has been the fall in the numbers 
employed since 1950 and the 
comparison of earnings point to 
| one of the reasons. In a time of 
| full employment and a widening 
| in differences in earnings between 
| those of agricultural and indus- 
| trial workers, there is no doubt 
| that a labour problem exists. The 
| increase in the use of mechanical 
| aids is a reflection of the trend. 
The rise in production in 
the industry has been con- 
sistent and, if it is to be main- 
tained, the question arises how 
much further the labour force 
| may be allowed to decline 

without harm to output. 

The answer appears to lie in at 
least two directions: either a 
further increase in wages or, as 


Picture by Farm Mechanization. 


the Review of Productivity in 
Farming suggests, an expansion 
in = application of mechaniza- 
tio 

A high level of output, what- 
ever criticisms of “feather bed- 
ding” may be made, is essential 
even to the minds of 
staunchest of liberal free traders : 
in the long-term for social and 
strategic reasons and in the short- 
term to relieve the pressure on 
the balance of payments. 


Effect on imports 


Speaking in December, 1955, 
the Chancellor said that if agri- 
cultural output had remained at 
eround the pre-war level, the 
balance of payments might well 
have been worse off to the tune 
of between £100-£200 million a 
year. Home production of 
cereals was more than 80 per 
cent higher, and we were produc- 
ing nearly 50 per cent of our 
bacon instead of less than 30 per 
cent, and nearly 70 per cent of 
our meat compared with 50 per 
cent pre-war. 

However, in peace time there 
must be a point at which higher 
farm output could be bought at 
too high a price and the criterion 
must be to increase efficiency. 
In the last review, the govern- 
ment, apart from underlining this 
objective in words, has, by refus- 
ing to meet the total increases 
in costs in the coming seasons, 
given a further incentive to the 
farmers to continue to move in 
this direction. 

This year, the government did 
not find it possible to reach agree- 
ment with the representatives of 
the National Farmers’ Union in 
the negotiations. The NFU 
criticisms appear to be not 
because of the failure to meet 
the full rise in costs, but rather 
against the way in which the sub- 
sidies have been allocated. 


Employment in Agriculture in Great Britain 


(Male workers—’000s) 


June each year 


1955 | 1954 | 1953 | 1952 | 1951 | 1950 | 1949 | 1948 | 1939 


| 


All workers .. ‘i 
Regular full- time 
| 


.| on | 68 | 657 | on 
| e 
workers | 556*' 531 | $43 | 


697 
584 


716 
598 


720 
603 


702 
580 


618 
546 


560 


“* Includes regular part-time workers hitherto included in “ ali workers.” 
Source: Digest of Statistics. 
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COMPANY MEETING 


Daily News Ltd. 


Proprietors of News Chronicle and The Star 


A YEAR OF GREAT 


ACHIEVEMENT 


MR. L. J. CADBURY'S WARNING ABOUT 
COSTS 


RISING 


The Annual General Meeting 
of the Daily News, Ltd., was 
held on June 20, in London. 

Mr. L. J. Cadbury, who pre- 
sided, said: 

In my statement last year I 
commented on the newspaper 
stoppage and the railway strike 
which followed. Both caused the 
industry considerable financial 
loss. Since then a_ substantial 
advance in wages and salaries has 
been agreed with the unions on 
both mechanical and journalistic 
sides of newspapers. There have 
also been considerable increases 
in the price of newsprint and 
transport by rail and road. 

As a direct result, the selling 
price of The Star and the other 
two London evening newspapers 
was raised from 14d. to 2d. on 
April 22, 1955. All three suffered 
some fall in sales and although 
The Star's circulation fell below 
the million it fully maintained its 
share of the London evening 
market and holds the world’s 
second largest evening sale. Later 
in the year, on September 19, the 
News Chronicle increased its 
price to 2d. in company with the 
Daily Herald and the Daily 
Mirror. These increases in price 
entitled us to an extra allowance 
of newsprint to print larger issues 
of both our newspapers. The 
Daily Express and Daily Mail 
delayed following our example 
until February, 1956. 

In spite of the serious effect 
which rising costs have had on 
the economy of the industry, the 
year in many ways turned out to 
be one of great achievement in 
our own business. 


Advertisement Revenue a Record 


Advertisements in both the 
News Chronicle and The Star 
brought in a record revenue. The 
News Chronicle advertisement 
revenue had in the previous year 
for the first time exceeded 
£2,000,000, and this figure was 
considerably increased in 1955. 

It is notable that a greater 
volume of financial advertising 
appeared in the News Chronicle 
than in any other popular daily 
newspaper. This testifies to the 
confidence industrialists have that 
News Chronicle readers have 
money to invest. Advertisers of 
consumer goods may well con- 
clude that News Chronicle 
readers who have money to invest 
also have money to spend. 

For 1956 there is every pros- 
pect of another record which is 
essential in order to offset the 
increased costs to which I have 
already referred. 


“The Star” 


The Star, by its lively presenta- 
tion of news, features and forth- 
right, independent comment, is 
attracting a young readership 
which augurs well for the future. 
In many of the new towns around 
London in which the modern 
homes of young people pre- 
dominate, The Star has a com- 
manding lead over both its rivals. 


Among memorable and typical 
Star features during the year 
were: Lady Hawke's articles on 
“My Seven Daughters”; Reports 
on Titoland and on Isfael and 
Jordan, by Dr. Edith Summer- 
skill, PC, MP; weekly articles by 
the stimulating Bishop of Step- 
ney; series on astronomy, by the 
former Astronomer Royal, Sir 
Harold Spencer Jones; Pat 
Smythe’s own story; and the 
B & K Story, by Colin Frame. 


“News Chronicle Daily 
Dispatch” Merger 

The outstanding event of the 
year was the merger in November 
of the Manchester Daily Dispatch 
with the News Chronicle. This 
has been described as one of the 
most dramatic stories in the 
history of the British press. The 
knowledge that the Daily Dis- 
patch would cease publication to 
make room to print the London 
Daily Mirror at Withy Grove, 
Manchester, stimulated the 
national dailies into intense 
activity to secure the 400,000 
Lancashire readers who were to 
be deprived of their morning 
newspaper. The News Chronicle, 
while joining strongly in this 
battle for circulation, was at the 
same time engaged in private 
talks with Kemsley Newspapers 
Ltd., for the purchase of the copy- 
right and goodwill of the Daily 
Dispatch. As these talks pro- 
gressed rumours spfead concern- 
ing the News Chronicle's inten- 
tions, but the date remained a 
close secret and Fleet Street was 
taken by surprise when the first 
issue of the combined newspaper 
appeared on November 21. To 
maintain secrecy until the last 
moment early editions of each 
newspaper were prepared in both 
printing centres and were printed 
normally until the early hours of 
the morning before the pages of 
the new combined paper were 
substituted. 


Skilful blending of the content 
and character of the two news- 
— delighted the readers of 

oth and resulted in the retention 
of so high a proportion of the 
combined sale as to astonish the 
most optimistic prophet. 


“News Chronicle” Circulation 


In January, 1956, two months | 
News | 


after the merger, 
Chronicle Dispatch 


the 
circulation 


stood at 1,434,245 copies daily. It | 
has increased steadily and con- | 


sistently each month since. 

I offer my thanks to the staff 
of the News Chronicle concerned 
with this highly successful opera- 
tion and acknowledge the 
splendid co-operation of Kemsley 
Newspapers, and of the whole- 
sale and retail newsagents. 


During the Genera! Election of 
1955 the Gallup Poll forecasts of | 


how the country would vote were 
once again of absorbing national 
interest. Gallup Polls on voting 
trends and other topical issues 
continue to appear exclusively in 
the News Chronicle and have a 
wide following. 

The News Chronicle's reputa- 
tion for informed foreign com- 
ment has never been higher. 
William Forrest, Russian-speak- 
ing Diplomatic Correspondent, 
scooped the world when he fore- 
cast Malenkov’s resignation and 
named Khrushchev as the new 
master of the Kremlin. 

A recent News Chronicle enter- 
prise, “Factory Jackpot,” in 
which prizes are being awarded 
to workers for ideas which will 
boost output is an interesting 
example of how a national news- 
paper can co-operate with indus- 
try in assisting the nation’s 
productive effort. The contest 
is being supported by 
large number of firms, many of 


which are of world-wide repute. | 


New Presses 


Considerable expansion of our 
production departments is taking 
place in London and Manchester. 
New printing presses in Bouverie 
Street, London, for The Star are 
in course of installation. In Man- 
chester, an extra press with four 
fast folders is being provided to 
meet the need of the greatly in- 


creased northern circulation of | 


the News Chronicle. The foundry 
is being equipped with modern 


plant and a new process depart- | 


ment will be set up. 

The Board deeply regrets the 
death of Mr. R. J. Cruikshank, a 
member of the Board, after a 
long illness. 

Recently, 
formerly Deputy-Chairman_ of 
Daily Mirror Newspapers, Ltd., 
has been appointed Managing 
Director of the News Chronicle 
and The Star and with Mr. 
George Crosfield has joined the 
board of the Daily News Ltd. 

In conclusion I 
apology for reiterating the warn- 
ing concerning the ever-increas- 
ing cost of newspaper production. 
Although recent events have 
greatly strengthened the position 
of our business, we observe with 
growing alarm the elimination of 
one after another of provincial 
newspapers which have played 
an honourable part in the life of 
their communities and which 
have provided lucrative employ- 
ment for a multitude of crafts- 
men. This trend is a_ social 
tragedy and a menace to those 
employed in the industry. 

The report was adopted. 


ADVERTISER’S WEEKLY 


1,250,000 


Yes ! that’s the approximate 
number of copies ordered 
annually by keen readers of 
the leading trade journal, 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 
Advertisers and their agents 
can, of course, easily work 
out the weekly net sale and 
so realise they get the best 
value per £ spent. 


Send for details and rate card : 


a very | 


Mr. John Cooper, | 


make no | 


appropriations 


embracing trade advertising aimed 
at plumbers, heating and ventilating 
engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 


Journal. Published continuously for 
the last 75 years. 


“THE PLUMBER 
& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 


te: Oy 
YOUNG & FOGG RUBBER CO. LTD. 
Wimbledon, S.W.19. LIB 6281 (6 lines) 


OUR SPECIALITY IS 
SETTING AND PRINTING IN 


FOREIGN LANGUAGE 


Turkish, Russian, Polish, Hu ° 
German, Czechoslovakian, Bulgarian 


“Atol” Printers ltd. 


263 Holdenhurst Road, 


BOURNEMOUTH, 
Boscombe 37764 Hants 
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A 40-PAGE 
SPECIAL 
NUMBER 


is in course of preparation 
to be circulated with 


The Journal of Commerce 


And Shipping Telegraph | 
: on 
Friday Sept 28 ee 
Dr. Oliver certainly started At the last Bath & West Show a mobile power house not only supplied 


in celebration of the | something when he perfected the show ground with all its electrical requirements, but also provided 


his biscuit. Today it is still the water heated by the waste heat from the generators. This scene occurs 

C E NT a N N i AL basis of a healthy industry—one in the Shell and BP film “Scrapbook No. 7.” 
of the many which ensure the Fl t ° it continues, and work is being 
H carried out in many centres, of 
ANNIVERSARY sundy oe ted “ aay ae ec ricl y which the chief are Rothamp- 
and its adjoining counties. stead Experimental Station, the 
of the This prosperous community for the Foot and Mouth Disease Re- 
should not be neglected in any search Institute at Pirbright, the 


Institute of Animal Physiology, 
national campaign. It is easily f Cambridge, the National Insti- 
B. I. S. N | reached through the Bath armers tute for Research in Dairying, 


are still 


: ‘ N_ directions other than Sheffield, and the National 
Chronicle which, for 10/- mechanisation, progress has Institute of Agricultural Engi- 
s.c.i. gives you complete cover- been made in improving ¢ering, Silsoe. 


i 
4 
! 


ae 


_ age of the whole area. agent It + pi oo Need for investments 
oe . a ‘ In 1955 about 12,000 new farm 4 ; : 
This — will contain It’s the only evening paper connections for electricity The importance of capital in- 


an illustrated epitome of the 


vestment and modernisation in 
progress of the British India 


i n blished in Somer- ; 
printed and pu . were made. all branches of industry is well 
set, and sells 14 copies for every Yet the situation is that prob- recognised, although too fre- 


Steam Navigation Company | house in the city, and also has a ably not more than 60 per cent quently the agricultural industry 
since its inauguration one of the farms in England and js omitted from this axiom. 


hundred years ago, with | big circulation in West Wilts and | Wales have electricity supplies. Finally, this survey cannot be 
several pages of ship pictures | North Somerset through the — In 1952, it was estimated that the concluded without a reference 
| 


, ; : figure was 40 per cent and the ects 
printed in full colours. _ Branch Offices at Trowbridge, programme, if maintained, should maf pore, oe gee 


. F It was a | ti Si the in- 
_ Chippenham, Devizes, Radstock result in most farms being sup- dustry had aleteh wa proses 
Per Copy 4. (by post 10d) and Keynsham. plied with electricity by 1963. a spell of fine weather as it ex- 


Average consumption of elec- perienced in 1955, a year in 


| tricity per farm in Britain has which the yields of corn and the 
| You can’t cover the West been rising steadily, and in 1954 excellence of the hay crop were 
| 


Firms who wish to be the average connected farm in indeed noteworthy. Moreover, as 
represented in the adver- properly without the England and Wales used 5,800 compared with a year ago, the 
trent Geluiee of this | | units (kilowatt hours), although prospects for the coming season 


the range was 3,200 to 6,800 units. are better, as the dry autumn has 

In Scotland the averages for two made possible a greater amount 

local board -areas are reported of wheat planting and ploughing 

, to be 9,000 and 7,900 units a is well forward. Failing another 

| year. summer like thatof 1954, agricul- 

In another field, that of agri- tural net output should again 
cultural research, expansion increase. 


special number, in which 

there will be world-wide 

interest, should notify the 
publishers forthwith 


PRESS DATE: MID-JULY 


Bath awiits : 
Chronicle & HERALD’ 


ESTABLISHED IT60 7. Pre-war 


Livestock Products of the United Kingdom 


Orders for copies should 
be placed before July 20 
with local bookstalls, news- 


Years beginning June | 


<—— — average ? 
agents, or direct with the Sa 1946-7 | 1952-3 | 1953-4 | 1954-5 | 1955-6 
* : (forecast) 
publishers . * Not to mention the three weeklies which | | | 
reach the prosperous West Country man at _— O00 Th 1,363 1.665 2,053 2, ! 70 2,151 2.184 
“ week-ends when he has the time to read “BBS tons 85 22 $28 | 552 574 
LONDON: 6/8 Fenchurch Bldgs.,£.0.3  chem:SOMERSET GUARDIAN, WILT- __ Beef and veal ('000 tons) 578 537 583 637 777 705 
SHIRE NEWS & F a ate! Paine yf oe and lamb (‘000 ae | in va me we a 
od CHRONICLE. Get full details from S. H. ons +. 5 2 
LIVERPOOL: 17 James Street, 2 CRO Et bueee Lenton EC4, | Pigmeat (°000 tons) | 435 211 589 | 606 745 650 
Arnold Ellis, Cromford House, Market Wool (000 tons). 34 27 31 33 33 | 30 
Street, Manchester 4, or Head Office, 33 tO SS. en ee J 
ee igare Street, Bath. Source : Command 9721. 
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Announcing 


The 

unique 
medium 

for 
advertising 
ELECTRONIC 
HYDRAULIC 
PNEUMATIC 
MECHANICAL 
ELECTRICAL 
and 

all 

other 
DEVICES 
EQUIPMENT 
and 
INSTRUMENTS 
ee 
Processing 
Feeding 
Fabricating 
Machining 
Assembling 
Handling 
Transferring 
Conveying 
Driving 
Sorting 
Weighing 
Sensing 
Gauging 
Counting 
Treating 
Indexing 
Signalling 
|Data Processing 
Inspection 
Heat Treatment 
Finishing 
Welding 
Packaging 
Stock Control 
Accounting 
Computing 


STANDARD SIZE PAGE 
10” x7" 


ADVERTISER’S WEEKLY 


The 
Journal 


AO T OMANI O IN 


of Automatic 
Production 


Progress and 


ecoocokmmnbeceoececeoeoeeoeoeeoeoeoeeeee ee ee © 


mr Control 


AUTOMATION PROGRESS is the result of many months of preparation and 
careful research. 


AUTOMATION PROGRESS is a vigorous new technical journal designed to 
provide Management in all industries with vitally-needed information about 


techniques, and equipment, which will help to make production as fully auto- 
matic as possible. 


AUTOMATION PROGRESS is the journal exclusively devoted to the technical 
aspects of automatic production and control. It will command the alert and 
receptive attention of thousands of technical and commercial executives who 
are keenly anxious to know how to apply automation to their own organizations 


in order to save labour, maintain quality standards, reduce costs, and increase 
output. 


AUTOMATION PROGRESS will provide Management in one industry with 
knowledge of steps taken in others to solve problems in automation. Thus, 
progress in one industry will hasten it in others. 


AUTOMATION PROGRESS is a~ publication of the Leonard Hill Technical 
Group, the largest organization of its kind in Britain, publishers of fifteen 
technical journals, each with an international reputation in its field. The 
Leonard Hill Technical Group, with its large editorial and consulting staff, 
with overseas offices, representatives, and correspondents in Paris, Disseldorf, 
Milan, Amsterdam, Brussels, Ziirich, Atlanta and New York, has unrivalled 
facilities for gathering technical information about automation from all parts 
of the world. 


FULL DETAILS OF RATES AND MECHANICAL DATA WILL BE 
SENT ON APPLICATION TO :— 


STRATFORD HOUSE 
9 EDEN STREET 
LONDON N.W.! 


Tel: EUSton 5911 (10 lines) 


PUBLICATIONS OF THE LEONARD HILL TECHNICAL GROUP 
FOOD MANUFACTURE, PAINT MANUFACTURE, MANUFACTURING CHEMIST, 
PETROLEUM, CHEMICAL & PROCESS ENGINEERING, FIBRES, MUCK SHIFTER & 
PUBLIC WORKS, ATOMICS, WORLD CROPS, POTTERY & GLASS, CORROSION 
TECHNOLOGY, DAIRY ENGINEERING, BUILDING MATERIALS, TEXTILES IN 
INDUSTRY, FLOORS. 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT use PALMOLIVE 


AGENCY: Masius & Fergusson Limited a bar eae bate 


HAS THIS PROOF 


AP.T DIRECTION: Eric Boffey 


ADVERTISER: Colgate-Palmolive Limited 
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‘For every printer...’ 


“ADVERTISER'S WEEKLY... 
should be in the office and works 
of every printer who wishes to 
keep abreast of the quickly chang- 
ing trade scene,” says the spring- 
summer edition of ‘“Graphicae,” 
published by A. J. Bastien of The 
Typographical Centre. It makes 
a plea =that + ADVERTISER'S 
WEEKLY, and other weekly trade 
journals in the print and nub- 
lishing fields, should be available 
in more public libraries. 


‘PRICES NOT EXCESSIVE’ 


Reed profit per 
ton drops 


In his speech to the annual 


general meeting of paper- 
makers Albert E. Reed & Co. 
Ltd., chairman Lord Corn- 


wallis referred to research into 
his company’s profits which had 
given an “effective answer to 
thos¢ who proclaim that they are 
charged excessive ‘prices for 
paper.” 

The figures show that while 
group profits, output and number 
of employees had each risen dur- 
ing the past five years by nearly 
100 per cent, the actual profit per 
ton had decreased by approxi- 
mately 17 per cent. 

Albert E. Reed's group profit 
last year, before taxation, 
amounted to £6,671,182 — up 
£500,000 on last year. Tax took 
more than £3 million. 

The breakdown of £1 
shows that 13s. went on 
materials, fuel and power; 
2s. 64d. on wages, salaries and 
pensions; Is. 3d. on taxation; 
retained in business 104d. ; depre- 
ciation 34d. ; other costs Is. 8d. ; 
and dividends 44d. 


EGYPTIAN 
REVIVAL 


ON THE RIGHT... 
a new type face from 


Stephenson Blake: 
Consort. A revival 
of a successful 
nineteenth century 


Egyptian, Consort nN 
been re-introduced to 
meet the present-day 
request for “an 
Egyptian of un- 
ashamed forthright- 
ness and liveliness.” 
The sample here is set 
in 36 pt. caps, but the 
full range in both 
upper and lower case 
is available in 6, 8, 10, 
18, 24, 30 and 36- 
point sizes. Specimens 
of the Consort leaflet, 
showing _ the 
sizes available, 
be obtained 
Stephenson 


eight 

can 
from 
Blake's 


London office at 33 
Aldersgate St., 


E.C.1. 
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THE GRAPHIC 


—a weekly news 


C. Butfield (eft), 
(Saward Baker & Co., 
Production Association, 
the Association. 
its application today, 


of Chiswick Press, 
Lid.), 
lectured recently on Collotype to members of 
He explained the principle of the process, the limitations, 


seen here with W. Harold Butler 


vice-chairman of the Advertising Agency 


and exhibited examples of work produced by his 


company. 


FULL PROGRAMME AT YOUNG 


PRINTERS’ 


The Fifth Young Printers’ con- 
ference will be held at Queen’s 
College, Oxford, from Friday to 
Tuesday, September 14 to 18. 

“To achieve its object in spon- 
soring the conference,” said a 
statement issued this week, “the 
printing trade's Joint Industrial 
Council has arranged a varied 
programme of lectures by experts 
in management, factory layout, 
and printing techniques and re- 
search, as well as by chief officials 
from the employers’ and em- 
ployees’ organisations in the 
industry. 

“There will also be discussion 
groups, for which the appren- 
tices, learners, young journeymen, 
and young master printers attend- 
ing the conference will be divided 
into syndicates for composing 
room, foundry, etc.” 

The chairman of the confer- 
ence will be W. A. Morrison, 
chairman of the Joint Industrial 
Council. 


Lecturers and subjects 


Lecturers and their subjects 
will be: “Life of the Under- 
graduate,” by R. H. Maudsley, 
tutor and lecturer in law, Brase- 
nose College, Oxford. 


“The Work of the Joint Indus- 


trial Council,” by W. A. Morri- 
son, chairman; J. Fletcher, em- 
ployees’ secretary; and E. 


Kenyon, employers’ secretary. 

“Factory Layout,” by R. H. 
Brown, chairman, J. W. Arrow- 
smith Ltd., Bristol. 

“Method Study,” by Bernard 
Ungerson, director, Anne Shaw 
Organisation, Cheadle and 
London. 

“Organisation of the Printing 
Industry,” by C. W. D. Alister, 
assistant secretary, British Fed- 
eration of Master Printers; and 


CONFERENCE 


G. G. Eastwood, assistant general 
secretary, Printing & Kindred 
Trades Federation. 

“Practical Research,” by Dr. 
G. L. Riddell, director, Printing, 
Packaging and Allied Trades 
Research Association. 

“Operational Research,” by 
Gilbert Smith, associate director, 
Hazell, Watson & Viney Ltd. 

There will be works visits to 
Oxford University Press, Morris 
Motors Ltd., Pressed Steel Co. 
Ltd., and Oxford University Col- 
leges. On the last day of the 
conference an open forum, with 
Ellis Thirkettle. principal of the 
London School of Printing and 
Graphic Arts as chairman, will 
be held. 


A 15-strong delegation representing 
Rotaprint in France were recently 
shown over the London plant of 
Rotaprint Lid. 


The visitors took particular interest 


in the experimental research sec- 
tion and Rotaprint’s assembly line. 


The factory tour concluded with an 


informal dinner party. Here 
members of the party watch a 
demonstration. 


ADVERTISER'S WEEKLY 


£6,560 loss to 
! printers 


The installation by large 
print-buyers of  offset-litho 
equipment is becoming a 
serious threat to printers. 
Latest proof of this comes in 
a report from the 
County Council which claims 
to have saved £6,560 in 12 


own printing unit, equipped 
with four offset - litho 
machines, at the end of 1954 
to produce print work which 
would cost £20,000 a year if 
handled by commercial firms. 

In all, the Council has a 
printing turnover of more 
than £160,000 a year. 

Its supplies committee says 
there is a substantial amount 
of work which can be carried 
out by its own unit “without 
unduly disturbing the balance 
of the contract printing 
work.” 


BFMP precision 


leaflets 


The British Federation of 
Master Printers has published 
two further booklets in its “Pre- 
cision Aids” series. One of these 
is devoted to “furniture,” and the 
other deals with measuring the 
depth of halftone plates. Copies 
of these two booklets have been 
sent to each member of the 
Federation. 

Each leaflet describes the 
nature and use of one particular 
class of equipment. They are 


intended for the information 
of managements and their em- 
ployees. 


Further leaflets in the series 
which are now in course of 
production will include forme 
transport, forme register, metal 
maintenance and colour bars. 


SHEETS ‘A HIT’ 


The Monotype Corporation's 
Alphabet Tracing Sheets are 
“making a big hit,” reports the 
company. As a help to prospec- 
tive purchasers, they have pro- 
duced a leaflet giving full details 
about the sheets, which now cover 
13 type faces and sell at 6d. 
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THE ‘NO-MASTER-MIND’ AGENCY 


WHat quality is mainly respon- 
sible for the remarkable growth in 
10 years of the Napper, Stinton, 
Woolley agency? I think I can 
answer this in one word—teamwork. 
There is no “master mind” among 
the six directors, but they are all 
able to offer specialised contribu- 
tions which together make an effi- 
cient, and I gather very harmonious, 
whole. 


These specialised interests are, 
briefly, as follows: Maurice Napper, 
creative, personnel, and finance; 
Leslie Stinton, television (he is on 
the television sub-committee of the 
Institute of Practitioners in Adver- 
tising); Guy Woolley, marketing; 
Reg Rodick, technical; Geoffrey 
Mumford, art; and Russell Percival, 
overseas. The firm now has asso- 
ciated agencies in almost every 
country in the world outside the 
Iron Curtain. 


NSW is the post-war product of 
a pre-war plan. Its joint managing 
directors originally met in 1933, and 
both had had wide agency experi- 
ence before Mr. Napper went into 
the Army and Mr. Stinton joined 
the Navy. (Incidentally, while the 
latter was with the H. Hare 
agency, a fellow director was Mr. 
Woolley). 


After the war, pending the acqui- 


FROM JUNE 30th 


sition of their original premises in 
Carter Lane, Mr. Stinton returned 
for a while to his job with Hulton’s 
and Mr. Napper earned his keep by 
teaching contract bridge!| Now the 
agency's fine new five-floor building 
near Oxford Street is the outward 
and visible sign of the way in which 
their persistence has been rewarded. 

Inasmuch as the directors—all 
strong Institute men, by the way— 
are still youngish men, in their early 
40's, there is not much danger of 
NSW suffering from mental stagna- 
tion for a good few years yet! 


Tennis champ 


MANAGING director of Screen- 
space Ltd., Dimitri de Grunwald, 
won the men’s singles open tennis 
tournament at Roehampton Club 
for the third consecutive year. 

mf beating D. Berriman 5—7, 
6—1, 6—3, he won the cup outright. 

* * * 


A TALK on art has been given 
to the Invicta Club, Cheam, by 
Gordon Crossley, visualiser at T. b. 
Browne Lid., who more than once 
has had paintings hung in the Royai 
Academy’s Summer Exhibition. 
This club, which is doing excellent 
work among crippled people under 
30, has Harry Secombe as its presi- 
dent. 


NEW and LARGER PREMISES at 
73, NEW BOND STREET 


LONDON W.1. 


Telephone: MAY fair 6921/2 


Paris office: 


CENTRE VENDOME, 18 RUE VOLNEY, PARIS 2e. OPEra 51-30 


International Advertising and Marketing 


Maurice Napper 
Press Club’s new 
chairman 


"THE new chairman of the London 
Press Club, whose treasurer he has 
been for the past three years, Is 
t H. McArthur, chairman of 
London News Agencies and of the 
Photographic News Agencies Ltd. 

I welcome this appointment because 
the LNA people, have been staunch 
supporters of organised advertising 
for a_ long 
time. They 
were honorary 
official photo- 
graphers to 
both the Har- 
rogate Clubs’ 
conferences 
and to Clubs’ 
Day at the 
International 
Advertising 
Conference.in 
1951. Their 
services on 
these occa- 
sions were 
provided with- 
out charge as 
a general ser- 
vice to the publicity business. 

They have been official photo- 
graphers to the Advertising Asso- 
ciation conferences for the past three 
years, giving first-rate service at what 
press officer Gavin Starey tells me 
was “ a ridiculously *’ low figure. 

They have also given Gavin great 
support at functions of the Adver- 
tising Club of Oxford. 

“IT think the success of these 
public occasions in advertising has 
perhaps owed more to Mr. Mc- 
Arthur’s support behind the scenes 
than any of us realise,” says Gavin. 

Incidentally, Tommy McArthur 
has for the past 14 years been 
honorary PRO to the Army Cadet 
force in Surrey. 


7 . + 


T. H. McArthur 


Designer afloat 


In his yacht Ynys (here seen farther 
from the camera during a 1954 race 
at Cowes) Jasper Blackall won the 
12-sq. metre Sharpie championship 
in the Olympic trials at Hayling 
Island and gained the highest British 
points total. Mr. Blackall is a 
designer in the studio of C. R. 
Casson Ltd. 


Leslie Stinton 


Guy Woolley 


BD URING the Watford Chamber 
of Commerce Exhibition, now at 
the Watford Town Hall until July 7, 
George R. Cooper, commercial 
artist and industria! designer, is dis- 
playing 64 of his paintings. They 
include scenes in many countries 
and range from oils and palette 
knife work to water colours, pen 
and wash, pen and ink, and other 
media. A 6 by 4 ft. mural shows 
a meet of the Enfield Chace Hunt. 


Exhibition more 
should have seen 


THe only trouble with the paint- 
ing exhibition, “Pictures of an In- 
dustry,”” staged by the Mond Nickel 
Co., Ltd., at Grosvenor House last 
week, is that not nearly enough 
people could have seen it. 

M. G. Draco, the company’s 
PRO, told me that it has been seen 
by a number of “high-ups” in 
industry and Government depart- 
ments before it goes off to the USA 
and Canada; but it should also be 
seen by every single person in the 
Mond Nickel organisation and by 
many thousands of the public. 


It consisted of some 20 paintings 
made by Terence Cuneo over a 
number of years in Britain, the 
USA and Canada, of such subjects 
as extrusion presses, rolling mills, 
and forging hammers. 


The “arty boys” might raise a 
supercilious eyebrow, but for what 
it professes to be—strong, straight- 
forward, representational, commer- 
cial painting—Cuneo’s work is first 
rate. He is particularly good at 
conveying light and heat. 


By way of make-weight there 
were some other examples of his 
work—Coronation scenes, portraits, 
and still life. 


At luncheon, subsequently, I had 
a most interesting chat with the 
assistant-PRO, A. H. Lonie, about 
such matters as metallurgy, jet 
engines and racing cars about 
which he knows a great deal, and I 
just —- not to appear totally 
ignorant (I hope). 


CONTACT 


WEEK'S WISECRACK 


~“ 


“Place the ‘Radio Times’ 
commercial with the BBC, 
Carruthers. We don’t have 
to pay them at all!” 
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LONDON POSTER ADVERTISING ASSOCIATION LTD. 


NOTICE 


On behalf of our members, as specified in the Schedule below, we advise you of an increase in the rates for London posting to 
apply as from October Ist, 1956. 


Per 16 sheet per week and pro rata for larger sizes 
Flat Rate Scale 2 


13 weeks to 52 weeks and over ... SS 8/6d. 15/- 
4 weeks and less than 13 weeks ... : .. 10/6d. 18 - 
1 week and less than 4 weeks... 13/6d. 23 6d. 


Orders at present running for definite periods will be carried out in accordance with the terms and conditions of such orders. 


Orders at present running “ until countermanded ” will continue at present contract rates until OCTOBER Ist, 1956, upon which 
date the new rates apply. _ If adjustments are required to come into force on Ist OCTOBER, notice thereof will be accepted at any 
time up to 31st JULY, 1956. 


Orders at present running, but expiring before October Ist, 1956, may be renewed at present contract rates until October Ist, 
1956, upon which date the new rates will apply. 


THE TRADE REGRET THE NECESSITY FOR THIS INCREASE WHICH IS THE FIRST SINCE 1951. DURING 
THE PAST FIVE YEARS REORGANISATION WITHIN THE TRADE HELPED BY A STEADY FLOW OF 
ADVERTISERS TO THE OUTDOOR MEDIUM HAS ENABLED THE MEMBERS TO KEEP THEIR PRICES 
PEGGED TO 1951 LEVEL, BUT THE RISING COSTS HAVE BEEN ADDED TO VERY CONSIDERABLY BY 
THE RECENT REVALUATION AND THE VERY MANY DEMANDS FOR INCREASED RENTALS WHICH HAVE 
FOLLOWED IN ITS WAKE. 


SCHEDULE 


A.A. Sites Ltd. 

Wm. Booty Ltd. 

Borough Billposting Co. 
Brown & Co. 

W. R. Churchill Ltd. 
Clapham Poster Advg. Co. Ltd. 
N. Collins Billposting Co. Ltd. 
W. England & Co. 

Finchley Billposting Co. Ltd. 
Gosnay Advertising Co. 

Great Central Publicity Ltd. 
Great Eastern Billposting Co. 
Greenwoods Billposting Ltd. 


Hannams Poster Advertising Co. Ltd. 


Harrow Billposting Co. 

Hendon & District Billposting Co. 
Hiram Long Ltd. 

Hopkins Ltd. 

James Davey Sites Ltd. 

Kerrisons Ltd. 

G. F. Kruse Ltd. 

Layton Davey Ltd. 

A. Leopold & Co. Ltd. 

Longmans Billposting Ltd. 


A. W. May Ltd. 

Maygers Poster Advertising Co. 
Middlesex & Herts Billposting Co. 
Samuel Miles Ltd. 

John Nash & Co. 

Northern Poster Advg. Co. Ltd. 
Paddington Advertising Co. 
Partington Advertising Co. Ltd. 
Pascalls Ltd. 

Regent Premier Sites Ltd. 

Alex. Scotts Poster Service Ltd. 
Star Ltd. 

Southgate & Dist. Billposting Co. 
S-X (Poster Services) Ltd. 
Taylors Ltd. 

W. Terry & Co. Ltd. 

Trinders Ltd. 

Uxbridge Poster Advertising Co. Ltd. 
H. Ward & Co. (Billposters) Ltd. 
Walter Hill & Co. Ltd. 

D. Weston & Co. Ltd. 

G. Wicks & Co. Ltd. 

Willings Poster Advg. Co. Ltd. 
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Ole 


NEW BOND ST., LONDON w.! 
use 


FOOD 
MANUFACTURE 
to reach the 
makers 


of 


PRESERVES - PICKLES 


MILK PRODUCTS. 


SOUPS - SAUCES etc., etc. 
for their clients 


THE BRITISH HYDROLOGICAL 
CORPORATION 


FOOD MANUFACTURE 


STRATFORD HOUSE, EDEN ST.,LONDON,N.W.1 


FOOD MANUFACTURE is one of the | 
LEONARD HILL TECHNICAL GROUP © 


HE pe nae monthly 

journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'HILL 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 

WORLD CROPS 


—~ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 

MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 
Stratford House, 
Eden St., London, N.W.1 
Specimen copies on request 


| being advertised as the 


| ago 


The Alexon summer advertising campaign for Honeylamb fabric coats, 


launched with a half-page in the ‘ 


‘Daily Express’ 
ments, has been tied up with dealer advertising and displays. 
| is at Jay's, Oxford Circus. 


and trade press advertise- 
This display 


Alexon’s autumn campaign includes spaces in 


national dailies, Sundays, London evenings, women’s magazines, provincial 


press and commercial television. 


Agents are Roger Pryer Creative 


Advertising Ltd. 
Kemps introduce new range of 
biscuits in national press 


A new range of biscuits by 
Kemps, called Devonet, are being 
introduced with double-page spreads 
in the trade press. They are 
“sweet bis- 
cuit containing real butter’ and are 
foil-wrapped ier freshness. 

The biscuits will be nationally 
launched with a full-page in the 
Evening Standard on July 19, and 
a half-page in the Daily Express on 
July 26. These will be followed by 
fullcolour pages in Woman, 
Woman's Own and Good House- 
keeping. The Daily Mirror and 
Woman's Weekly will also be used. 

London, Birmingham and Man- 
chester commercial TV transmitters, 


| will carry spots for Devonet biscuits 


from July onwards. Agents are 
Lambe and Robinson Ltd. 


More clients for 
Taylor Advertising 


More than 20 new clients have 
been obtained by the Manchester 
office of Taylor Advertising Ltd., 
which was opened 12 months 
under the direction of 
J. H. Hare. Two recent acquisi- 
tions are Thomas Crompton and 
Sons Ltd. of Ashton in Makerfield 
—manufacturers of builders’ iron- 
mongery—and Savant Chemical 
Laboratories Ltd., Warrington, 
makers of Kwik Midget fire extin- 
guishers, 


NEW RATE CARD 


A series of advertisements de- 
signed to highlight the advantages 
of the new Associated TeleVision 
rate card, which will come into 
operation on September 16, are now 
running in the Financial Times, 
The Times, Birmingham Post and 
the trade press. Agents are J. 
Walter Thompson Co., Ltd. The 
series will run for 10 weeks. 


Rainwear promotion 


Alligator Rainwear will be mark- 
eting this autumn  showerproofs 
made in Jacqmar tweeds. Apart 
from normal press advertising there 
will be special advertisements 
in a wide range of women’s maga- 
zines. Advertising will be handled 
by Rex Publicity Service Ltd. 


| ‘Autosport’ on TV 


The magazine Autosport is taking 
time on the Midland commercial TV 
rh to promote the two issues 
| which are to be published in con- 
' nection with the British Grand Prix, 
Saturday, July 14. The first adver- 
tisement will be seen between 7 and 
8 p.m. on Thursday, July 12, and 
the second at the same time on 
Thursday, July 19. Agents are 
Smee’s Advertising Ltd. 


June 29, 1956 


Nuffield announce 
the ‘Fifteen-Fifty’ 


The Nuffield Organisation an- 
nounced yesterday (Thursday) the 
introduction of a new Wolseley- 
the “Fifteen-Fifty.” It has a more 
powerful engine, gives better accel- 
eration, higher cruising speed and 
better petrol consumption. 

Agents for Wolseley are Longleys 
Hoffmann Ltd., lee mn 
who state that advertising ne the 
new car includes 11-inch triples and 
ll-inch across four-column spaces 
in national dailies and provincial 

papers. 


TRADE JOURNALS 
USED FOR RADIO 


Berec Radio Ltd., 
of the Ever Ready Co. (Great 
Britain) Ltd.. are to release to 
selected wholesale distributors a 
high fidelity portable radio called 
the Jester. 

The Jester uses Ever Ready low- 
consumption valves and is a four- 
valve superhet covering the medium 
and long wave-bands, with built-in 
aerial and five-inch speaker. 

Advertising for the radio, which 
is handled by Greenlys Ltd., is 
concentrated in the trade press. 


a_ subsidiary 


Women’s campaign 


Full pages have been booked for 
Fredrica resses for this autumn in 
leading women’s magazines, includ- 
ing Vogue, Harpers, Vanity Fair, 
She, Woman and Beauty, The 
Queen, The Sketch, The Tatler, 
Scottish Field and Country Life. 
Fredrica will also appear in the 
Sunday Times and The Observer. 
Agents are Roger Pryer Creative 
Advertising Ltd. 


|CURRENT ADVERTISING AT A GLANCE 


Accounts 


THOMAS CROMPTON & SONS 
LTD.- SAVANT CHEMICAL 
LABORATORIES LTD. Accounts 
for Taylor Advertising Ltd., Man- 
chester. 


’ DAILY MIRROR GROUP (icle- 


vision advertising) for John 
Hobson & Partners Ltd. 

BRENNER SPORTS LTD. cam- 
paign in Vogue and Vanity Fair: 
HARDY AIMES; MATISSE OF 
BOND STREET (blouses): 
WALGAR FASHIONS (dresses): 
ROSEDALE PRODUCTS LTD. 
Accounts for Roger Pryer 
Creative Advertising Ltd. 

TOWER BRAND ALUMINIUM 
WARE, and LONDON ALU- 
MINIUM CONTAINERS | for 
Nicholls Dorrity Advertising Ltd. 

CELLOGAS LTD.; FREDERICK 
SQUIRE LTD.; THE PARA- 
MOUNT GRILL; BARRON & 
SHEPHERD LTD.; BELCHER 
(RADIO SERVICES) LTD.; 
FARROW & SONS LTD. 
Accounts for Webster Ridgway & 
Partners Ltd. 


WATNEY COMBE REID & CO. 
LTD., using national dailies, pro- 
vincials, magazines, trade press 
and outdoor publicity. (Foote, 
Cone & Belding Ltd.) 

ALLIGATOR RAINWEAR, using 
women’s magazines for shower- 
proofs made in Jacqmar tweeds. 
(Rex Publicity Service Ltd.) 

SOUTHGATE TOOL AND 
PRESSINGS, using half and 


quarter pages in trade and tech- 
nical press. (Wagstaff Adver- 
tising.) 

ALEXON, using national! dailies, 
Sundays, London __ evenings, 
women’s magazines and commer- 
cial TV. (Roger Pryer Creative 
evens Ltd.) 

FREDRICA, using leading women’s 
magazines and Sunday papers. 
(Roger Pryer Creative Adver- 
tising Ltd.) 

“AUTOSPORT,” using commercial 
TV on Midland station. (Smee’s 
Advertising Lid.) 

ASSOCIATED TELEVISION 
LTD., using The Times, Financial 
Times, Birmingham Post, and 
meee pee. (J. Walter Thompson 
Co 

KEMPS DEVONET BISCUITS, 
using national press, women’s 
magazines and_ trade press. 
(Lambe & Robinson Lid.) 

T. L. BENTON & CO. LTD., using 
women’s magazines and trade 
press for Shandau soft curl set. 
(Pitchfords Advertising Ltd.) 

MAW SON & SONS LTD. 
using Woman, Woman's Own, 
Wife & Home, Family Doctor, 
Mother, Parents, Nursery World, 
Woman's Health Officer, Nursing 

The Baby Book and 

& Druggist for baby 
products. (Greenlys Ltd.) 

BEREC RADIO LTD. (subsidiary 
of The Ever Ready Co. (Great 
Britain) Ltd.), using trade press 
for Jester Portable Radio. 
(Greenlys Ltd.) 

WOLSELEY MOTORS LTD., using 
national dailies and provincials 
for new car. (Longleys and Hoff- 
mann Ltd.) 


Mirror, 
Chemist 
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ADVERTISER'S WEEKLY 


In Manchester 
modern living 


means the 
EVENING 
CHRONICLE 


The Evening Chronicle 
brilliantly reflects 


the contemporary outlook .. 


it’s an irresistible 

selling force 

to the younger generation 
in the 

great Manchester market. 


You can’t cover 
Manchester 
without the 


EVENING 
CHRONICLE 


900,000 readers 
every night 


‘Marie France’ 
now monthly 


The French women’s journal 
Marie France, which was formerly 
a weekly, has now become a 
monthly. The circulation has risen 
to 450,000. Advertisement rates are 
now: full page in black and white 
Frs. 700,000 (approx. £720); full 
page with one extra colour 
Frs. 800,000 (approx. £823); and 
small advertisements Frs. 1,750 
(approx. £1 16s.) per line. Repre- 
sentatives of the magazine in this 
country are Albert Milhado and 
Co. Ltd. 

* * * 

Organisation and Methods has 
changed its format to a type area 
of 9 in. by 6} in. 

x * * 

The July issue of The Caravan 
will contain an illustrated report of 
the Caravan Club's biggest-ever 
national rally. 

* * * 


The 1956 edition of Kemp's 
Ealing and Hanwell Classified Trade 
and Street Directory has been pub- 
lished by Commercial & Holiday 
Guides Lid. at Ss. Number of 
pages has been increased by 38, 
making a total now of 346. 


First issue quoted 


The leading article in the first 
issue of Rowse Muir's Nuclear 
Power was read out by Lewis L. 
Strauss, chairman of the American 
Atomic Energy Commission, to a 
Joint Congressional Committee on 
Atomic Energy. Part was also 
quoted in an article in the June 18 
issue of Time. 

* * * 

The 1956 edition, the sixth, of 
Power Laundry Directory and Year 
Book, now ready, contains a list of 
principal events in the industries in 
1955; a buyers’ guide; a directory 
of trade and professional associa- 
tions; and other information. It 
sells at 5s. 

* * * 

The July issue of Ideal Home 
will be a conversions number. Ideas 
will include house-to-flats conversion 
and the modernisation of homes of 
varying size and period. Suggestions 
for raising the money through grants 
and insurance will be made, and 
advice on finding and buying a 
house will be ar! given. 

* 


* 

A promotion folder for The 
Sketch, illustrated with a colour 
drawing of a lady, announces the 
magazine’s Autumn Fashions Num- 
ber on September 12. 


Record sales 


New ABC figure for the Mid- 
Sussex Times is a record for the 
newspaper. For the six months 
ended March the sale was 13,923 
copies, which exceeds the previous 
six months by 285 copies, and 595 
copies for the corresponding six 
months ended March, 1955. 

* * * 


A first prize of £500 will be 
offered by Mlustrated for a holiday 
snapshot competition announced in 
next week’s issue. Advertisements 
in the photographic and chemical 
trade press support this issue. 


The experiences of a_ children's 
hostess on a liner will be told in a 
feature, ““Looking After Children at 
Sea,” in the August issue of Woman 
and Home. The front cover is 
above. 
* * * 

Dagens Nyheter, which claims to 
be Sweden's largest daily, has pro- 
duced a brochure, Top Market, Top 
Paper, which by figures, diagrams 
and drawings illustrates Sweden's 
high living standard and the buy- 
ing power of the paper's readership. 
Dagens Nyheter claims to be the 
first rotary-printed daily in Sweden 
to introduce four-colour advertise- 
ments, examples of which are repro- 
duced. Frank L. Crane is the 
London representative. 

* + 


Theme of the July issue of 
Courier is Northern Ireland. A 
number of writers have contributed 
articles describing the varied aspects 
of Ulster’s industrial economy, his- 
tory, social life and tourist attrac- 
tions. 

* * 

Next issue of Woman and Shop- 
ping will be July-August. The 
journal is now published every two 
months. 


Golden jubilee 


The weekly Stafford and Mid- 
Staffs Newsletter celebrated its 
golden jubilee this month. First 
published on June 16, 1906, as a 
free paper by the late R. W. Hourd, 
father of A. E. Hourd, present chair- 
man and managing director, the 
Newsletter now claims to go into 
nine out of 10 homes in Stafford 
and district, with a circulation of 
over 14,000. 

The late Mr. Hourd was also 
founder of the printing firm of 
R. W. Hourd and Son, Stafford. A 
number of messages of congratula- 
tion and good wishes were received 
from Newsletter readers. 

* * 


Impact, the advertising quarterly. 
is now distributed on a controlled 
circulation basis. Distribution figure 
is 3,183. 

* * *x 

The following journals should be 
added to the list of members of the 
Irish Publishers’ Association pub- 
lished in the Republic of Ireland 
Supplement with this issue of 
ADVERTISER'S WEEKLY: Drapers’ 
Mirror, Irish Home, Irish Industry, 
Irish Industrial Year Book, Irish 
Nurses Magazine. 
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We Hear 


Bournemouth and Huddersfield 
Corporations are to examine the 
cost of municipal printing contracts, 
following recent price rises due to 
wage increases in the industry. 

*x * * 

As part of the Advertising Asso- 
ciation’s PR campaign, Miss Sylvia 
Weinberg, joint managing director 
of Armstrong-Warden Ltd., talked 
to the Central Wandsworth Branch 
of the British Housewives League 
last week on “Advertising and the 
Housewife.” 

a * + 

Elswick and Hopper bicycles—the 
subject of a case history on June 8— 
are sold throughout the UK. Their 
distribution is not concentrated 
entirely in the Midlands and North. 

*x * * 

Hull Corporation transport com- 
mittee has agreed to a contract being 
made with W. H. Smith & Sons, 
Ltd., for advertising rights on its 
public transport vehicles. 


£1,000 winner 


The £1,000 or trip-to-America 
prize offered for the best household 
hint in a Johnson's Wax competi- 
tion handled by Erwin Wasey and 
Co., Ltd.. was won by Mrs. N. 
Cousins of Ryton, County Durham. 


* * * 


Advertising and the Artist, by 
Ashley Havinden, sponsored by the 
Advertising Association, will be on 
sale in the early autumn. Theme 
of the book is the relationship 
between the artist and the modern 
business world. 


* * * 


John Webb Press Services Ltd. 
have been ueeee to act as press 
agents for the Astra Car Company 
Ltd., of Hampton Hill, Middlesex. 

. * * 


An exhibition held in Glasgow 
recently by the Expanded Metal Co. 
Ltd. included examples of the ex- 
panded aluminium ‘“snow-flakes” 
which were put up in London's 
Regent Street at Christmas. 

* 


7 * 

The Irish Censorship of Publica- 
tions Appeal Board has revoked the 
ban on two _ periodicals, Photo- 
graphy and Men Only and London 
Opinion, and has also excluded from 
a ban imposed in 1950 a new special 
—_ edition of The Exchange and 

art. 


Agents re-appointed 


Cowlishaw & Lawrence (Adver- 
tising) Ltd. have been re-appointed 
by HM Stationery Office to handle 
the advertisements in Agriculture, 
the monthly journal of the Ministry 
of Agriculture, for a_ three-year 
term. 

* * 


Foldex, tourist road map pro- 
ducers, have brought out plastic 
road maps for a number of 
European countries. A route can 
be marked with a special crayon 
which can be rubbed out when the 
journey is completed. 

* 7 


Change of address: The Outfitter 
(London) Ltd. to John Adam 
House, 17-19 John Adam _ Street, 
London, W.C.2 (from July 1); John 
Webb Press Services Ltd. to Grand 
Buildings, Trafalgar Square, W.C.2; 
Paul Baratte & Associates Ltd. to 
73 New Bond Street, W.1. 
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APPOINTMENTS VACANT 


2 Good all round 
ARTISTS 
required 
capable of handling First Class General 
Work. Ability to cope with Technical 
Retouching an asset. Small but very 


happy Studio. Fu’: details to 
Box 3655 
Advertiser's Weekly 180 Fleet St EC4 
EDITOR of Trade Magazines, pub- 


lished in Birmingham, requires Jour- 
nalist Assistant. Educated young man 
or woman. Shorthand, interest in lay- 
out essential. Full details to 
Box 3924 Ad. Weekly 180 Fleet St BC4 
LAYOUT ARTIST with first-class design 
ability and good knowledge of typo- 
graphy, for Consultants specialising in 
engineering publicity ours 9. to 
5.30 No Saturdays Holiday this 
year. "Phone TAT 9226 
TICKET AND POSTER WRITERS, 


also Improvers, apply S. & W. Pub- 
licity, 19 New Wharf Road, Kings 
Cross, N.1 


ASSISTANT (lady) to Production Man- 
ager required for publicity firm 
Knowledge of printing desirable 
Hours 9.30 to 5.30 No Saturdays. 
Holiday this year. “Phone TAT 9226 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per display panei inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panei inch. 
classifications, 4s. 6d. per line, 
No. charge, one line plas Is. covering 
advertisements under — insertions MUS 

Street, London, 


Weekly,” 180, Fleet 


per display panel inch. Minimum, 3 lines. 


E.C.4. 


All other 
Box 
ete. Series rates on application: all 
BE PREPAID. Address “Advertiser's 
WaATerioo 3388 (Ex. 25). 


television advertising. 


GRANADA TV NETWORK LIMITED 


Require 


SENIOR & ASSISTANT SALES EXECUTIVES 


IN LONDON. 


le me account executives preferred and wide sales promotion/ 
advertising experience desirable. 

time sales, planning, presenting and advising on the use of 
We require a group of well-qualified 
personnel, each eventually specialising in related product/service 


Responsible for negotiating 


fields. R ation ¢ 
bility involved. Superannuation scheme. 
Write 


Personnel Manager, GRANADA TV NETWORK Limited, 
36 Golden Square, London, W.1. 


ate with status and responsi- 


COPYWRITER 


An interesting opening exists 
at Harrods Ltd. for a young 
man or woman to write copy 
for a wide range of non- 
fashion merchandise. 


If you have the right experi- 
ence; if you get on well with 
people; and if you prefer the 
variety of work that a store 
offers, we should like to hear 
from you. 


But, you must have been 
writing copy for some time 
and have a good knowledge 
of advertising routine. An 
appreciation of artwork and 
layout would be an advan- 
tage but is not essential. 


Please write in the first 
instance, in confidence, to 
the Staff Manager, Harrods 
Ltd., London, S.W.1, giving 
full details of previous ex- 
perience and salary required. 


ARTISTS. 


class Commercial Artists Designers, 


Lettering/Layout Men and Retouchers 
required for recently enlarged Studio 
Congenial work- 
arrangements 


in Central London 
ing conditions, holiday 


honoured 


Box 3928 Ad. Weekly 180 Fleet St BC4 


Splendid opening for first- 


PRODUCTION 


Experienced man required for 
London Agency capable of 
handling high-class Sales Liter- 
ature. Previous Agency experi- 
ence essential. Top salary. 
Holiday as arranged. Five-Day 


Week and ideal working 
conditions. Write fully 
Box 3875 


Advertiser's Weekly 180 Fleet St €C4 


CENTRAL ELECTRICITY AUTHO- 
RITY require an Information 
Officer in Public Relations Branch 
Headquarters, W.1 Preference will 
be given to candidates possessing an 
Economics Degree or comparable 
qualification An ability to write 
clear, simple English, experience of 
administration, information work, in- 
cluding collection classification and 
indexing of material, preparation of 
information papers and abstracts, 
would be an advantage. Salary £740- 
£819 pa Applications, stating age. 
present position and salary, full details 
of qualifications and experience, 
should be forwarded to D. Moffat. 


Director of Establishments, Winsiey 
Street, W.1., by July 6 Quote 
Ref. AE.840 


TYPOGRAPHER DESIGNER, Vacancy 


in leading design studio for experi- 
enced man with appreciation of con- 
temporary design, must be capable 


carrying out detailed specifications and 
finished artwork Interesting job for 


keen person For appointment. 
"phone Miss Nokes, c/o W. M. de 
Majo. FLA 9791 


SPACE BUYING DEPARTMENT of 
well-known West End Agency requires 
another Assistant. This is an excellent 
opportunity for a young man, with 
some experience in a similar depart- 
ment, who is ready to extend his 
responsibilities and work on impor- 
tant national accounts. Write, giving 
full details of 1 experience and 
salary required, 

Box 3942 Ad Weekly 180 Fleet St EC4 


of cut-outs, 


Write, in first 


required, 


FIRST-CLASS 
DISPLAY MAN 
wanted by 


CLIFFORD BLOXHAM 
AND PARTNERS LTD. 


Ingenious and practical in all forms 
display material and 
point-of-sale aids, 
applicant will be able to devise and 
work out his ideas to a degree of 
finish sufficient for client presenta- 
tion. Only top-flight men need apply. 
instance, giving a 
summary of experience and salary 
o—The Art Director, 
Clifford Bloxham & Partners Limited, 
Lion House, Red Lion St., 
London, W.C.1 


the successful 


| 


| 
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APPOINTMENTS VACANT 


RETOUCHER 


Required. Mostly technical subjects. 
ideal job for the man living in this area. 
Good prospects. Holidays considered. 
Hayward & Martin Limited, 
34, High Street, Bromiey, Kent. 
Teleph : RAVensbourne 6702 


PLASTIC 


VACUUM FORMING. 
Representative required by well-known 
manufacturers, preferably having con- 
nection with display, advertising 
manufacturers, etc. Write Box P.307, 
Willings, 362 Grays Inn Road, W.C.1 


EXHIBITION AND DISPLAY CON. 


TRACTORS require a Representative 
Must have knowledge of drawings 
etc Good prospects and salary for 
top man. Write in confidence to 
Managing Director, 

Box 3918 Ad. Weekly 180 Fleet St BC4 


A JUNIOR TYPOGRAPHER is re- 


quired for the Publicity Design Studio 
of a light engineering company in 
N.E. London. The ability to produce 
accurate layouts and type specifica- 
tions is essential Reply in the first 
instance, stating age, ee experi- 
ence and salary required, 

Box 3914 Ad. Weekly 180 Fleet St EC4 


SENIOR 
COPYWRITER 
REQUIRED 


to work on a variety of 
consumer and __ technical 
accounts. Must have 
agency experience, ideas, 
and ability to write in an 
imaginative and forceful 
style. 


Pension Scheme. 


Holidays this year by 
arrangement. Write giving 
details of experience and 
salary required. 


REDHEADS 
ADVERTISING LTD. 
21 ELDON SQUARE. 

NEWCASTLE-on-TYNE. 


ART ASSISTANT required for Adver- 
tisement Development Department of 
large Publishing house Knowledge 
of printing processes, typography and 
layout essential; ability to write clear, 
forceful English and experience of 
promotional methods desirable. Write 
Box 3931 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL ARTIST 
REQUIRED 


Junior required, cither sex, between 
18-25 years of age. Some knowledge 
of painting on fabric and screen 
printing an advantage. Full time 
employment only. Salary according 
to age and experience. 


Write, call or telephone:— 
ERNEST W. PERRETT LTD., 
Flag Manufacturers, 

65 Holloway Road, London, N.7. 
Telephone—NORth 5771. 


Phone your classifieds to WAT 3388 


(Ex. 25) 
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APPOINTMENTS VACANT 


AGENCY MAN 


WITH KNOWLEDGE OF PRESENT 
DAY MARKETING TRENDS. 
THERE IS A VACANCY FOR A 
SPECIALIST 


PACKAGING 
DESIGNER 


Box 3941 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required for journal and trade 
association publications, Only those 
capable of dealing at top level show- 
ing proof of former results can be 
considered. Car supplied. Salary, 
commission and expenses. Apply 
Batiste Publications, 20 Bedford 


Street. W.C.2. COV 2811-2 


EXHIBITION STAND DESIGNER re- 


quired by leading London Contractors 
Good prospects. Permanent position 
Previous experience 


Box 3926 Ad Weekly 180 Fleet St EC4 
SMALL, expanding Advertising Agency 
requires experienced Shorthand Typist 
for accounts executive. Not afraid of 
responsibility. No Saturdays. Write, 


giving details and salary required, 


Box 3925 Ad. Weekly 180 Fleet St EC4 
SISSONS BROTHERS & CO., LTD., 
Paint Manufacturers, require com- 


petent Executive to take charge of 
their Stationery and Advertising 
Department. Candidates must be 
thoroughly experienced in the buying 
of shade cards and show material, in 
addition to having original ideas on 
display Knowledge of Printing and 


National Advertising is also required 


Apply Managing Director, Bankside, 


Hull 
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APPOINTMENTS VACANT 


YOUNG 


PRODUCTION MAN 


WANTED 


We offer a rare opportunity to a young and energetic 
Production Man who is really competent in handling the 
production side of all forms of letterpress publicity. 

A thorough working knowledge of typography is essential. 
For this responsible post, please write, in confidence, stating 
full particulars of experience and salary required to :— 


The Secretary, 


RENSON ADVERTISING LTD., 
16 Albemarle St., Piccadilly, London, W.1. 


Specialising exclusively in technical and industrial accounts. 
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APPOINTMENTS VACANT 


PRODUCTION 


| ASSISTANT 


required in West End Agency. 
Man or woman about 25 years 
of age. Must have agency 
production experience. Write 
giving full particulars and 
salary required to 


Box 3947 
Advertiser's Weekly 180 Fleet St EC4 


SPACE REPRESENTATIVE 


ADVERTISEMENT 
“The Ironmonger"’ 
Four- figure appointment: 
Pension scheme. 
Applicants (early thirties) must have 


lishers) Ltd., 28 Essex Street, London, | 


DESIGNERS. Exhibition stands, display, 
required by leading London exhibition 

Pensionable post. 

Box 3805 Ad. Weekly 180 Fleet St EC4 


REPRESENTA- DITTO (BRITAIN) LTD., the world’s 
largest manufacturer of spirit dupli- 
cators, require an ambitious 
] 
| 
| 


of space selling. ment He should 
possess 
, which will be treated in strict ability and have had at least 
should be addressed to months’ experience in advertising or 
Morgan Bros. (Pub- | sales promotion 


to grow with a 


Lid 126-128 New Kings 
Fulham, London, S.W.6 


ADVERTISEMENT 


man, aged 24-28 years, for interesting 
work in their sales promotion depart- 


Adequate remunera- 
x | tion will be paid. Only men who are 
, and must give fullest details | ambitious 
concern need apply, with full. details 
of career to date and salaries earned, 
to Mr. M. H. Austin, Ditto (Britain) 


BARRETT BROS. (LONDON) ase. 


Leyton Square, Peckham, S.E.1 
have a vacancy for a designer wish 
ability to prepare colour visuals and 
accurate working drawings. Experience 
in exhibition stands and displays 
essential 


required, 
either sex. New media Preferably 
those with experience of cover selling 
estate agents, maps, football charts, 
etc. Good earnings, salary and com- 
mission Keystone Publications, 20 
Bedford Street, W.C.2. COV 2811-2 


REPRESENTA- 
TIVE wanted for UK for first-class 
outdoor scheme (with official backing) 
of many years’ standing, to contact 
local advertisers Good man who 
works should earn £2,500 per annum 
To work on own — with little 
office interference. 
Box 3803 Ad. Weekly 180 Fleet St EC4 


NORTH LONDON MANUFACTURER 
requires the services of a _ versatile 
black and white Artist—to specialise 
mainly in lettering Only first-class 
men need apply. A permanency with 
a good salary is offered 
Box 3919 Ad. Weekly 180 Fleet St BC4 


Age no deterrent. 


ability. 


Box 3920 


COPYWRITER 


An old-established North-East Adver- 
tising Agency have a velilicy for an 
experienced Copywriter 
producing first-class ideas and writing 
forceful selling copy for interesting 


consumer and technical accounts. 


The position is permanent, and worth 


more than £1,000 depending upon 


Advertiser’s Weekly, 180 Fleet St EC4 


Visualisers 


There’s a good visualiser in London who 
believes he can produce better work for 
more interesting accounts. The emphasis 


of is on good. We want a man who can give 


BOX 3938 


and in a rut. 


Advertiser’s Weekly 180 Fleet St EC4 


sparkle to an idea—one who can make a 
line of lettering mean a lot more because 
it dances with enthusiasm—one who can 
give zest to an ordinary product and make 
visuals that are ‘ alive’. This man is more 
, than aware of the best advertising in 
the U.S.A. 


He’s old enough to be mature and sure in 
his judgment but not too set in his ways 


Write us. Tell us the 
accounts that are really yours visually. 
Give age and salary you expect. No 
specimens at this stage. We're a good 
Agency—among the top twelve. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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JuNE 29, 1956 67 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


VISUALISER/ 
LAYOUT MAN 


required, able to produce slick 
creative layouts. Some _ copy- 
writing ability would be an asset. 
A position with prospects, good 
salary and working conditions. 
Five-day week, pénsion scheme. 
Write stating age, experience and 
salary required to 


Box 3933 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MANAGER required by 
well-known metal sign manufacturers. 
First-class administrative ability allied 
to wide experience in metal fabrica- 
tion and large-scale production. Top- 
level appointment Applicants must 
be thoroughly versed in all aspects 
metal signs tradé. Own staff advised 
Write, with details age, experience, 
salary required, when available, to 
Box 3934 Ad. Weekly 180 Fleet St BC4 

RETOUCHER required for Publicity 
Studio of George Newnes Lid. Must 
be fully experienced in figure retouch- 
ing for newspaper reproduction. Holi- 
day arrangements honoured "Phone 
or write Mr. Wells (Publicity Studio), 
Temple Bar 4363 (Ext. 1), George 
Newnes Lid., Tower House. South- 
ampton Street, Strand, London, 
W.C.2 


ADVERTISING DEPARTMENT. 
Young man required as Assistant 
Manager to take over department in 
due course Must have press layout 
and literature experience Line draw- 
ing experience essential Midlands 
area Suggested commencing salary 
must be stated, otherwise application 
will not be considered 
Box 3923 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS VACANT 


THREE FULLY EXPERIENCED 


SENIOR PRODUCTION 
MEN 


REQUIRED 


by one of London's largest Agencies, to work in existing 
groups handling National and Trade Press accounts. 
Thorough knowledge of Mechanical Production and 
ability to handle a variety of accounts in a conscientious 
and orderly manner essential. Existing holiday arrange- 
ments will be honoured. We operate a 5-day week, also 
Luncheon Voucher and Superannuation Schemes Write 
in first instance stating Age, Experience and Salary 
required to 


Box 3950 
Advertiser's Weekly 180 Fleet Street EC 4 


LETTERING 
small studio 
Box 3937 Ad 


ARTIST required for 


MARKETING. Ao international com- 
Write, giving details, 


pany in London which has until now 

Weekly 180 Fleet St BC4 sold exclusively to industry through 

A LEADING BRITISH OIL COM- its own sales force, requires a man 
PANY requires an Assistant in the (28-38) with wide experience of 
production Group of its advertising marketing. He will be responsible to 
Branch. A sound knowledge of print the Home Sales Manager for develop- 
processes is essential, The candidate ing wider distribution through whole- 
selected will hold a responsible posi- salers and dealers and to the mass 
tion and will be expected ultimately market. Eventually he should assume 
to carry out his duties without con- complete control of these new aspects 
Stant detailed supervision. Age under of the company's expansion Please 
40 years Non-contributory pension send fullest possible details of educa- 
scheme. Write, giving full details, tion and experience, preferably type- 
uoting H.A.3, to Box 9058 9 written, to 
Geechiias House, E e% Faahs > Box 3857 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 
WHO LIKES 


VISUALISING 


required by large travel agency 
for the production of folders, 
brochures, press advertisements, 
etc. Apply in writing, stating 
age, experience, and salary re- 
quired to:— 


Box 3887 
Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT ADVERTISING MAN- 
AGER, from 35 to 40 years of age, is 
required to take control of a small 
Advertising Department and Printing 
Section. Candidates should be able to 
offer proof of their organising and 
administrative abilities, and should 
have several years’ experience either 
in the fields of creative printing or 
print buying for large agency. A 
sound working knowledge of printing 
machines, particularly Rotaprint, is 
desirable The successful applicant 
will also be responsible to the Adver- 
tising Manager for the efficient ser- 
vicing of several thousand retail out- 
lets. The position is pensionable and 
carries with it a salary which will be 
commensurate with the age and experi- 
ence of the person appointed. Write, 
giving full details of past experience. 
to Personnel Manager, Harris Lebus 
Ltd.. Manufacturers of Furniture, 
Finsbury Works, Tottenham, N.17 

BUSINESSWOMAN Advertising Assis- 
tant or Secretary required to work 
own initiative Experience in direct 
mail, circulars, leaflets and small ad 
sales promotion (home and foreign) 
and publicity : 
Box 3945 Ad. Weekly 180 Fleet Si BC4 


SENIOR 
ACCOUNT-EXECUTIVE 


A top-level salary, with the possibility of 
a Directorship, is offered to a senior 
Advertising Executive with sound mer- 
chandising experience and with proved 
ability to develop new accounts. 
would be given full backing, both in 
creative work and service by this fully 
recognised, medium-sized London agency. 
An interview will gladly be arranged on 
receipt of preliminary details in writing. 
All replies will be treated in absolute 
confidence by MANAGING DIRECTOR 


Box 3873 
Advertiser’s Weekly 180 Fleet St EC4 


He 
experience. 


ARTIST 
DESIGNER 


There is a vacancy in the Production 
Department of a large technical 
publishing organisation for a young 
artist designer with typographical 


The position, which is an interesting 
one, involves assisting with the varied 
problems of the layout and design of 
many periodicals. A sound knowledge of 
printing is a necessary qualification. 
Please give full details of training, 
experience, age and salary required. 


Box 3951 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 
|__APPOINTMENTS VACANT. 


APPOINTMENTS VACANT 
ALFRED SECRETARY for Sales Director's Office 
BATES 


of colour printers. An attractive posi- 
require 


JuNE 29, 1956 


Bm APPOINTMENTS VACANT 


COPY DETAIL ASSISTANT 
(Male) 


required with one or two years’ 
experience of advertisement pro- 
duction, block ordering, etc. Write 
giving details of experience and 
salary rouewed to 

Cc. Casson Ltd., 
6 Aldford "Genet, London, w.i. 


i c z lad h ¢ 4 
Art Director of West End Agency ice for a young lady with an interest 


a craft industry Five-day week, 

with luncheon facilities on the 

requires premises. This year’s holiday arrange- 
ments honoured. Salary around £475 


EXPERIENCED SECRETARY p.a Write Chromoworks Ltd., 416 
High Road, Willesden, N.W.10 

PACKAGING BUYER required by lead- 
ing Cosmetic and Toilet goods manu- 
facturer Also Assistant 
Apply, stating age, experience, 
required, to 
Box 3952 Ad 


CHIEF DESIGNER required, able to 
prepare accurate working drawings 
Buyer. and colour visuals Experience of 
salary exhibition standfitting essential. Apply 
Barrett Bros. (London) Ltd., Leyton 
Square, Peckham, S.E.15 


FIRST-CLASS 
SILK SCREEN PRINTING 
SALES REPRESENTATIVE 


capable of running studio progress 
system, ordering photoprints, etc. 
Would suit an ex-production assistant. 
Holiday arrangements will be met. 


Write or telephone: 

Art Director, 
SCOTT-TURNER & ASSOC.LTD. 
17 Dover Street, W.!. 

HYDe Park 0481. 


another 


Traffic 
Assistant 


Weekly 180 Fleet St EC4 


TECHNICAL PUBLICITY. Young man 


Good opportunity for a young 
hard-working production assist- 
ant to join a busy Traffic depart- 
ment where his knowledge will 
stand him in good stead. Our 
traffic department works closely 
with account executives and 
departmental managers — pro- 


PACKAGING. 


required (National Service completed) 
with some engineering background and 
preferably some publicity department 
knowledge, to assist Putlicity Man- 
ager of large engineering group in 
London Please telephone Office 
Manager, TERminus 2833 

Creative Pictorial De- 
signer. Must be capable of producing 
Original designs and have good typo- 


This is an important post, 


all types of multiple displays. 


earning a high income, need apply 
Write to Sales Manager, 
whether car owner. 


REQUIRED 


with a very 
established company producing showcards, cut-outs, posters, etc., and 


Only those who can prove they have sound contacts with both 
Manufacturers and Advertising Agents, 


giving details of experience, age and 
Own staff advised and strict confidence assured 


reputable and well- 


and are also interested in 


graphical knowledge. Good oppor- 
tunities for ee Pleasant 
studios. S-day we 

Box 3792 Ad Weekly 180 Fleet St EC4 


: . for all applicants. 
duction experience (plus the Box 3948 

ability to control flow of work Advertisers Weekly 180 Fleet Street EC4 
to meet press dates) is, there- 
fore, essential. Aged 23/26 
would be ideal — commencing 
salary £11, according to ex- 
perience. 


PUBLICITY. A thriving West Riding 
Engineering concern needs someone 
to handle Direct Mail with vigour 

and intelligence in support of an 
HR expanding Sales Programme. Thinkers, 
who are also do-ers, should apply, 

giving full personal particulars, to 


, Box 3940 Ad. Weekly 180 Fleet St EC4 
Write or call: x d. Weekly leet St 


Traffic Manager 
ALFRED BATES & SON LTD. 


130, Fleet St., London, E.C.4 


THE 


DIRECT MAIL. A young man required 


. 
require 
capable of handling all direct mail for 


trade journal publishers in London 
FIRST CLASS ARTIST ia a 
tial This is an interesting position 


calling for initiative, coupled with a 
mind for detail Write fully, giving 
age and salary required 
Box 3930 Ad. Weekly 180 Fleet St EC4 
MANN EGERTON & CO., LTD., re- 
quire an additional advertising assis- 
tant for creative work, ability to write 
good copy essential. Previous agency 
or similar experience is desirable 
Interesting and varied work for a 
young man or woman Apply in 
writing, stating age, experience and 
salary expected, to the Advertising 
Manager, Mann Egerton & Co., Ltd., 
5 Prince of Wales Road, Norwich 


WELL-KNOWN PUBLISHERS require 
urgently Artist for Publicity Studio 
Must have sound design, layout and 
lettering experience and be capable of 
producing ideas independently. Write 
Box 3932 Ad. Weekly 180 Fleet St EC4 


A VACANCY OCCURS with a large 
firm of manufacturing chemists in 
outer London for a well-educated man 
or woman, aged 23-30 years The 
successful applicant will write sales 
Promotional literature for medical, 
veterinary and pharmaceutical pro- 
ducts. A qualification in physiology 
would be an advantage Technical 
literature is available as a source of 
reference and every help and en- 
couragement will be given by the 
technical and publicity staff. This 
work will appeal to a man or woman 
of ideas and imagination Apply 
initially in writing, giving details of 
age, qualifications and experience, to 
Box 3860 Ad. Weekly 180 Fleet St EC4 


ARTIST. Expanding Publicity Division 
of substantial West Riding Manufac- 
turers requires go-ahead Artist with 
sound working knowledge of typo- 
graphy and ability to create on own 
initiative He will be required to 
design for print and press and produce 
finished Art work This is a perma- 
nent, progressive position with good 
salary, bonus scheme and superannua- 
tion Apply without specimens in 
first instance to 
Box 3939 Ad. Weekly 180 Fleet St EC4 


DRAUGHTSMEN DESIGNERS 
SENIORS & JUNIORS 


Vacancies exist for Draughtsmen Designers (Senior and Junior) for 

work on design and development of electrical instruments and electro- 

mechanical mechanisms. 

Applicants for senior positions must have a sound engineering back- | 

round in instrument engineering and must be capable of designing | 

or economic mass production. Applicants for junior positions must 

have Drawing Office experience in instrument engineering and must 

be capable of progressing to senior positions. Men leaving the forces | 

and having necessary background and experience will be given every | 
| 
} 
| 


familiar with all aspects of 


POINT-OF-SALE DESIGN 


The work is interesting and varied, 
Kingsway, pleasant and light. 
paid to the right man. 


PHONE OR WRITE 
MR. OSBORN (CHAncery 5044) 


CHROMOWORKS LTD., 
29-31 


the Studio off 
The right salary will be 


REPRESENTATIVE required with con- 
tacts in small offset plate making 
Salary, commission and expenses 
Excellent backing Ace Litho Ltd., 
76-78 Clerkenwell Road E.C 
Clerkenwell 6534 


KING’S CHAMBERS, 
PORTUGAL STREET, KINGSWAY, W.C.2. 


EXHIBITION STAND DESIGNER re- 
- quired. Should be able to take charge 
SHORTHAND TYPIST required for of Studio. Previous experience essen- 
interesting work in West End office of tial. Permanent position. Good pros- 
old-established and well-known com- pects. F. Austen & Sons, Ltd., 188 
pany The work involves shorthand Blythe Road, West Kensington, W.14 
and typing in the Public Relations 
Department, Applicants should be 
accurate and adaptable Modern 
office building, lunch vouchers, five- 
day week. Write, stating salary re- 
quired, to John Laing & Son Ltd., 
Building & Civil Engineering Con- 
tractors, 4 Regent Street, S.W.1 
FULLY QUALIFIED REPORTER 
wanted for weekly newspaper Short- 
hand essential Apply “‘Spenborough 
Guardian,’ Northgate, Cleckheaton, 
Yorks 
ACCOUNT EXECUTIVE AND COPY- 
WRITER wanted urgently by Birming- 
ham Agency. Well-paid position for 


right man "Phone: MID 5905 or Phone: MAYfair 2017 
write ; 
Box 3936 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted. ——. = pension schemes 
operating 
Box 3953 Ad. Weekly 180 Fleet St EC4 


LAYOUT ARTIST 


Capable rough visuals, with 
fair knowledge of types. 


consideration. The positions are permanent and pensionable and offer 
excellent scope for advancement to suitable applicants. 
£5 825 commensurate with experience and ability. 


Salaries— 


Chief Draughtsman, Aron Electricity Meter, Ltd., 
72-82 Salusbury Road, London, N.W.6. 
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JUNE 29, 1956 


APPOINTMENTS VACANT 


. 


Clifton Advertising 


require 
FIRST-CLASS 
LAYOUT 
ARTIST 


also Junior Clerk on the 
Production side. 


Write, ‘phone or call 


CLIFTON ADVERTISING AGENCY 


175 Gray’s Inn Road, 
London, W.C.1. 


Tel.: Terminus 9641. 


ARTISTS wanted by 


old-established 
Studio for quality lettering or layout. 
Wages are high, conditions are good. 


Holiday arr 


Sorry, no room for inners. “iH. 
A. Dix Ltd., 12 py Street, 
W.C2. TEM. 1396-7. 


PRODUCTION 
ASSISTANT 


Excellent opportunity for young 
man of good education and ap- 
pearance to join sound, progressive 
agency (West End). 
Qualifications must include general 
allround production experience. 
This appointment provides real 
prospects for a man possessing 
commonsense who is able to use 
initiative and accept responsibility. 
Holiday this year. 
Write full particulars to 

Box 3850 


Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY.—Stafford Allen 


production and copy 
their publicity department This 


an interesting job involving general 
office duties on al! aspects of adver- 
tising and publicity concerning Direct 


Mail, Trade and National Press. 
Apply in writing, stating age, experi- 
ence and present salary, Ref. JAD, 


20-42 Wharf Road, London, N.1. 


& Sons 
Lid. require a female Assistant with 
experience for 


COPY/ 
CONTACT 


London Advertising Agency 
has opening for an all- 
round Copywriter capable 
of taking active part in 
media and policy discussions 
with clients. Excellent pros- 
pects for man of proved 
creative ability, aged not 
less than 30 and with at 
least 5 years” experience in 
advertising. 

Write giving details 
salary to 


and 


Box 3927 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SPACE BUYER 


The Media Department of Crane Pub- 
licity Ltd. has an interesting vacancy 
for an assistant space buyer. She (we 
use the female pronoun as schedule 
typing is sometimes involved) should 
have had experience in an agency's 
media department . . . should prefer- 
ably have some knowledge of trade 
and technica! journals in addition to 
consumer media . . . and should be 
able to offer rea! assistance to account 
executives in schedule planning. 
Please write or ‘phone Media 
Department, Euston 806). 
CRANE PUBLICITY LTD., 
ADAM HOUSE, 


ONE FITZROY SQUARE, W.1. 


ASSISTANT 


PRODUCTION ASSISTANT required— 


previous agency experience essential 
Write or ‘phone for 
Crane Publicity Ltd., 
W.1. EUSton 806 


LETTERING ARTISTS wanted. either 


sex. Happy London Studio. Holidays 
need not be cancelled Experienced 
artists please Kindly ‘phone GRO 


2585 for appointment 


appointment: 
1 Fitzroy Square, 


Large Dublin International 
Organisation 


offers position of 


Advertising 
Manager 


to person who can prove 
possession of executive ability 
and experience in all aspects of 
advertising. State present salary 
and positions held and enclose 
references, 

Managerial experience an asset. 
Salary will be paid in accordance 
with proven ability. 


Box 3921 
Advertiser's Weekly 180 Fleet St EC4 


COMMENT WRITER | REPORTER, 
shorthand essential, knowledge of 
Local Government, required by lead- 
ing Municipal weekly. Details to Box 
1M L4130, A. K. Advg., 212a Shaftes- 
bury Avenue, W.C.2. 

CLASSIFIED ADVERTISEMENT 
DEPARTMENT of weekly trade jour- 
nal requires assistant manager. Full 
details and salary to 
Box 3896 Ad. Weekly 180 Fleet St EC4 

GENERAL ARTIST required, for letter- 
ing, layouts, leaflets, folders and 
booklets, for well-known London 


inters. Permanency. 
Box 3818 Ad. Weekly 180 Fleet St BC4 


PICTURE POST 
needs additional first-class 


Editorial Layout Assistant 


Knowledge of magazine layout 
essential. Basic knowledge of typo- 
graphy and ability to cast off copy 
accurately an advantage. Must have 
completed National Service. Write 
fully to Personnel Manager, Hulton 
Press Ltd., 43-44 Shoe Lane, E.C.4. 


Phone your classifieds 


BRITISH, U.S. 
& INTERNATIONAL 
TRADE PRESS 


TAKE NOTE 


On behalf of a well-known group 
of British Export Trade Journals, 
I have introduced and am holding 
space contracts with over 65 Scan- 
dinavian and European Firms, 
and some 40 Scottish Aj/cs. 
Annual turnover about £25,000 
p.a. My activities on behalf of 
these clients include market re- 


search, agency introductions, 
reports on agents’ activities, 
etc., etc. 


I COULD DO THE SAME FOR 
YOU on full or part-time straight 
commission basis, and am open 
to offers from organisations of 
repute. 

Highest credentials including past 
export sales management, ior 
Civil Service, etc., appointments. 


Fluent German and _ French 
linguist. Reply 
Box 3947 


Advertiser's Weekly 180 Fleet St EC4 


“ HAND-PICKED “ SECRETARIES 
available.—The Wi 


more Agency, 67 
Wigmore St., W.1. HUMNver 9951/2/3. 


POINT-OF-SALE DISPLAY. 
executive with national clientele and 
wide experience, seeks sales 


FIGURE ARTIST 
FREE LANCE 
ADVERTISING & ILLUSTRATION 


WISHES TO MAKE FURTHER 
CONTACTS. PLEASE WRITE 

BOX 3917 
sAdvertiser’s Weekly 180 Fleet Sc EC4 


BRANDIS-DAVIS, to supplement staff 
resources, are now adding to their 
panel of free lance copywriter/ 
visualisers who, despite the disci -~wr 
of briefing, can produce quicl a 
casual ad., a series, or a campaign of 
real merit for even unromantic goods 
and services Letters initially, Man- 
ager, 231 Strand, W.C.2 


BUSINESS OPPORTUNITIES 
PUBLISHING 


Due to old age and ill-health present 
owner considering selling part or all 
his interest in magazine with which he 

been associated for over 20 years. 
Sponsored and officially backed by the 
authorities covering an important and 
national field. 


Suit middle aged man accustomed to 
interviews at Board level—a good 


income. 
Trial period to suitable applicant. 
Would also suit publishing house 


requiring additional property. 


Box 3943 
Advertiser's Weekly 180 Fleet St EC4 


OPPORTUNITY occurs to acquire well- 
established Northern Publishing and 
Advertising concern. Owner retiring 
Useful copyrights; wide ~ 7 Cen- 


tral offices. ee ag 
Box 3929 Ad eekly 180 6 Fleet St BCs 


ship with progressive company having 
modern production methods and 
strong creative ability. 

Box 3874 Ad. Weekly 180 Fleet St BC4 


NEW AND ORIGINAL IDEAS for 
advertising at moderate fee. Straight 
script, copywriting; specialist in 
humorous jingles, verses, etc., accom- 
panying illustrations, seeks further 
commussions of permancnt post. 

Box 3852 Ad. Weekly 180 Fleet St EC4 


CREATIVE LAYOUT ARTIST secks 
Progressive post. Agency experience 
Box 3944 Ad. Weekly 180 Flect St BC4 

SENIOR ADVERTISEMENT REPRE- 
SENTATIVE, good connection Nor- 
thern Agencies and leading adver- 
tisers, requires post based on Man- 
chester 
Box 3935 Ad. Weekly 180 Plee: St BC4 


MISCELLANEOUS 


PAINTINGS HAVE VITALITY. Floral 
and Landscape Paintings available for 
Boxtops, Calendars, etc. Leslie S.G 
Harries, 100 Kenilworth Drive, Crox- 
ley Green, Herts. 


ADVERTISERS can supply Zinc Plates 
addressed by their Graphotype from 
your lists. Capacity 3-5 4 “y week. 
Reasonable charges. Wri 
Box 3922 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


MAIL ORDER MEN’S FASHIONS 
Service requires free lance Artists for 
help during heavy seasonal output 
Also Page Make-up and Lettering. 
London only. Specimens with return 


postage 
Box 3946 Ad. Weekly 180 Fleet St BC4 


TECHNICAL ILLUSTRATOR seeks 
commissions. Accuracy in line or tone 
from engineers’ prints, also air-brush 
work, Nothing too intricate. 

Box 3889 Ad. Weekly 180 Fleet St BC4 


FOR THAT BRIGHT IDEA that’s the 
right idea, — design or sty’ 
illustration, wri 
Box 3868 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertisin 
Top Quality 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845, 42 Osnaburgh Street 
(Opposite Ge. Portland St. Station) 


and Sales literature. 
~and-Whice and 


UNIQUE “SCRIVENER” SERVICE. 
Invitations to functions of all descrip- 
tions acquire that “‘personal’’ touch 
when completed in perfect copperplate 
script. Terms and details on request 
from H. W. Hancock, Lancaster 
Cottage, Branscombe, near Seaton, 
Devon. 


SALES and ADVTG. 
EXECUTIVES! 


Tell your story in pictures—- 
it pays! We specialise in 35 
and 16 mm COMMERCIAL 
FILMS & T.V. SHORTS. 


Full studio facilities. 


Write today— 
FREEMAN FILM CO. LTD., 


National House, 
MANCHESTER, 2 


(BLAckfriars 0810) 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 


@ REGISTERED 
AT G.P.O. AS A 
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JANUARY 1,434,245 
FEBRUARY 1,435,276 
MARCH 1,436,484 
APRIL 1,437,564 
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STOP PRESS 


NEW FASHION 
PUBLICATION ? 


Dee aoe caper’ nant wack, of 
publishing development in the 
First hint is given in 


Hendquastess for British Nielsen 
TV Index have been established at 
eel House, 99 Park Lane, 

From this new office Graham R. 
Dowson, Nielsen Company director 
in charge of NTI, will direct 
operation and development of 
Nielsen audience research activities. 


At annual meeting of PATRA on 
Wednesday, Sir Denis Truscott was 
elected president; Colonel the Lord 
Astor of Hever, Dr. C. H. Clarke, 
Sir Guy Harrison and Sir Robert 
Leighton, vice-presidents ; Sir 
James Waterlow, chairman; D. A. 
Hunt and G. B. Scott, vice-chair- 
men; and R. G. Connell, honorary 
treasurer. 


Charles Young, publicity con- 
troller of C M: 


While he will remain responsible 
for publicity for Odeon and Gau- 


| film and TV studios are to 


expanded a and Fe-equipped. 

From July 2 the “Morning 
Advertiser” will be printed and pub- 
lished in its own building for the 
first time in 15 years. The paper's 
original premises in St. Andrew 
Street, London, were +  Alacd by 
incendiary bombs in 1941, 


ete ten nant ace 


Press. A new building on the old 

site in St. Andrew Street has been 

~~ opened by the Lord Mayor 

London, Ald. Sir Cuthbert 

Pe and printing machinery 
instaHed. 


| has now been 


New-style “Morning Advertiser” 
will have a six-column page 18 in. 
deep. The first issue of the new- 
size paper on July 2 will be a 16- 
page issue. Normal issues will be 
of 12 pages. 


for the proprietors, Business Publications Limited, 


388). 
Advertisement, Editorial “ad Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 
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